





"Twas the night before Xmas 
And all through the plant, 
Not a crittur was stirring, 


All those Xmas hard candies, 
So delicious to savor, 
Had sold out weeks before, 


Due to D&O Fiavors! 





Anise, Sweet Birch, Wintergreen, Cassia, Clove, 
Orange, Lemon, Lime, Peppermint, Sassafras, Spearmint 


.. natural and imitation oils and flavors. Yours now 


for a Flavorful, Profitable Christmas ! 





tally jor You 


Our 160th Year of Service 
DODGE & OLCOTT, INC. 


180 Varick Street, New York 14, N. Y. 
Sales Offices in Principal Cities 





Co Lor 
PAYS OFF 




















SUBSIDIARY OF STERLING ORUG INC 
1450 BROADWAY, NEW YORK 18, N. Y. 
2020 Greenwood Street, Evanston, icc.. STERWIN 
BRANCH OFFICES: Atlanta ¢ Buffale « Dallas « Evanston (Ill.) * Kansas City (Me.) © 
Les Angeles * Minneapolis « Portland (Ore.) « St. Lovis + 
WAREHOUSES IN PRINCIPAL CITIES 


Sterwin Chemicals Inc. ge 








NOW... 


AN AUTOMATIC 
KNEADER 


that needs no hands! 


Hansella ={ ; 
“eS meee ’ 
| 5 ) ee UV 
ot i 4 


AUTOMATIC aol CS 
KNEADING MACHINE 
Model 1M30 


Here is the machine you have been waiting 
for. Imagine kneading automatically and per- 
fectly! Total absence of air bubbles in the 
batch. Aroma, flavor, and color completely 
and thoroughly mixed. No supervision or as- 
sistance needed. You owe it to yourself to find 
out about this machine. 
Other Hansella candy processing equipment 
includes: 

Pulling Machines with water cooled arms 

Horizontal Batch Formers 

Rope Sizers 

Vertical Batch Formers and Rope Sizers 

Cooling Conveyors 

Forming Machines 

Hot and Cold Slabs 

Packaging Machines  -e é 

Hansella 145 Automatic Robot Cooker % 

Hansella 126 Automatic Precooker and 

Dissolver 
Hansella 110A High Capacity Batch Cooker 
Hansella 85A Super-Robust 








PSRs ROG GATS, 


HANSELLA 
MACHINERY CORPORATION 


GRAND & RUBY AVES., PALISADES PARK, N. J. 
WHITNEY 3-4700 CABLES: COHANSELLA 
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candy business 





Cook Chocolate to open 


Canadian factory 


Cook Chocolate Company of Chicago is estab- 
lishing a fully integrated chocolate and cocoa fac- 
tory in Campbellford, Ontario, Canada. Construc- 
tion is expected to start in October and production 
early in 1959. Employment for 20 to 25 persons 
is contemplated. 

The building is being built by Nortrent Invest- 
ment, Ltd., which is financed by the local busi- 
nessmen of Campbellford. 





Officer changes at Schrafft 


I. J. Silverman has been named president of 
Schrafft’s succeeding Walter McNeil who has re- 
tired. W. V. Wallburg was elected chairman of the 
board. | 

Thomas E. Kneedland has been named vice pres- 
ident in charge of production. Dr. Alfred Stern, 
formerly chemist with Mason Candies and before 
that with M & M Candies, has been named head 
of research. Ed Savage, who had been with the 
company for 53 years, resigned from his position 
as vice-president in charge of purchasing. 





New Pro. Mgr. at Howard Johnson 


George McLaughlin has been named manager 
of candy merchandising and promotion for Howard 
Johnson. This restaurant chain numbers about 600, 
concentrated in New England and the East coast. 





° 1 ° 
Calico so'd piecemeal 
Calico Candy Company, Milwaukee, was sold 
piece-meal in a receivership action. Included were 
nine stores operated under the Weber name. 


July shows top monthly increase 


Confectionery sales in July are estimated by the 
department of commerce at 10% over July, 1957, 
the largest month-to-month increase yet this year. 
Chocolate manufacturers registered the largest 
gain in July, 27% over last year. For the year to 
date, however, retail manufacturers are the great- 
est gainer, with a seven month increase of 9%. 

The Pacific Coast remains in the doldrums with 
a decrease of 14% in July, and a loss of 2% for the 
seven months. The large consentration of candy 
manufacturing business in N.Y., N.J. and Penn. is 


also not enjoying the industry boom. That area is 
down 1% in July, and is only ahead 2% for the 
seven months. 








Estimated sales 
of current month Estimated sales 
and comparison year to date 
July Percent 
1958 change 
July from 7 months from 
1958 July 1958 7 months 
($1,000) 1957 ($1,000) 1957 





Confectionery and competitive choco- 
late products, estimated total ... 66,105 410 585,774 
BY KIND OF BUSINESS 
Manufacturer-wholesalers 51,913 450,490 
Manufacturer-retailers? : 6,163 65,517 
Chocolate manufacturers .... 8,029 69,767 


TOTAL ESTIMATED SALES OF 
MANUFACTURER-WHOLESALERS 
BY DIVISION AND STATES 
New England paihdas 4,748 
Middle Atlantic . ... 15,754 
.... 11,036 
ae a i+. ae 
East North Central .... ... 22,717 
B disi~ws oes 2 . 20,582 
Ohio and Ind. .. i nb AeA Ka 1,538 
Mich. & Wis. ‘ ) R 597 
West North Central .... 1,562 
Minn., Kans., S$. Dak., and Nebr. 966 
lowa and Mo. 596 
South Atlantic ‘ 2,420 
Maryland, District of Columbia, 
Virginia, West Virginia, 
eae Oe + 1,007 
Ga. and Fila. ccaegume 1,413 
East South Central: 
Ky., Tenn., Ala., and Miss. , 1,050 
West South Central: 
Ark., La., Okla., and Tex. A 1,115 
Mountain: 
Ariz., Colo., Idaho, N. Mex., 
SRD So svi tat bec *ee> 312 +13 2,902 
Pacific ip: take gna oie c ce &*- 22,739 
Calf. ... POrreeree: dey 18,183 
CO Oe ees Pe 485 —5 4,556 
*Retailers with two or more outlets. “Number of establishments” 
means number of factories, and does not include nonmanufacturing 
outlets. 
‘Less than 0.5 percent change. 








: First 7 months 
July 1958 Pounds (1,000) Value ($1,000) 
ae Percent Percent 
chauge change 

Pounds Value from from 
Type of product (1,000) ($1,000) 1958 1957 1958 1957 


TOTAL SALES OF 
SELECTED 
ESTABLISHMENTS 88,985 32,768 705,070 
Package goods 
made to retail: 
$1.00 or more per Ib. 915 873 20,461 +9 22,903 +8 
$.50 to $.99 perlb... 6,983 3,842 59,473 —10 31,635 6 
Less than $.50 per Ib. 14,583 3,632 110,448 +6 28,067 +5 
Bar Goods . 43,843 17,196 345,663 +2 138,758 +6 
Bulk goods*® . 13,704 3,496 103,514 (*) 26,857 42 
5¢ and 10¢ specialties 8,957 3,729 65,511 +8 27,301 +10 
“Include penny goods. 
*Less than 0.5 percent change. 


Data from monthly “Facts for Industry” of the U.S. Depart- 
ment of Commerce. 


+2 275,521 +4 





Published monthly by The Manufacturing Confectioner Publishing Company. Executive offices: 418 North Austin Boulevard, Oak Park, Illinois. 
Telephcne Village 8-6310. Eastern Offices: Box 115, Glen Rock, New Jersey. N.Y. City telephone Bowling Green 9-8976. Publication Offices: 1309 N. 
Main Street, Pontiac, Illinois. Copyright, 1958, Prudence W. Allured. All rights :eserved. Second-class mail privileges authorized at Pontiac, Illinois. 
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... use Globe Corn Syrups for exact control of crystal- 
lization, graininess, texture and moisture content. For 
hard candies GLOBE gives you the grain, dryness and 
transparency that spells repeat sales. 

In marshmallows, gums, caramels and similar con- 
fections, GLOBE helps achieve the preferred degree 
of tenderness and chewiness. GLOBE syrups are avail- 
able in a range of regular and medium conversions. 

For technical assistance in selecting a type of GLOBE 
syrup, contact our nearest sales office or write direct. 


GLOBE cin su 


Other fine products for the Confectionery Industry: REX* corn syrup 
CERELOSE® dextrose sugar - BUFFALO” and HUDSON RIVER" starches. 


se 
+ % 


=: CORN PRODUCTS SALES COMPANY - 17 Battery Place, New York 4, N.Y. 
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F & F introduces five and fifteen 
cent cough drop items 


F & F Laboratories has introduced a line of five 
cent cough drop roll packages, by the Fox’s Candy 
Division of F & F Laboratories. They are in five 
flavors, menthol, black, wild cherry and _hore- 
hound, and are being distributed nationally. The 
firm has also introduced a fifteen cent package of 
F & F cough drops with Banicol, a germ killing 
chemical, in the eleven Western states. The long 
established ten cent package has been withdrawn 
from that area, and the fifteen cent line is being 
pushed heavily via television spots and an exten- 
tive sampling campaign. 





Wisconsin Firm Changes Name 


Maronn Candies, Inc. of Milwaukee, Wisconsin 
has changed its name to The Chocolate House 
which is the name of its retail division. 





B&CW opens plush offices 


The fanciest and most costly union headquarters 
in Washington is not owned by Hoffa's Teamsters’, 
McDonald's Steel Workers or Reuther’s Auto Work- 
ers as most people would expect. It is the new 
six million dollar, eight story home of the Bakery 
and Confectionery Workers International Union of 
America. 

Rent for space in this modern building ranges 
trom $6.50 to $7.00 per square foot and is the 
highest in all Washington. Among the tenants are 
Bethlehem Steel, Republic Aviation and Standard 
Oil of Indiana. The Union estimates that it will 
gross about $750,000 a year from rentals. 

Although a number of other unions have their 
own buildings (including the Teamsters’ five mil- 
lion dollar edifice) none can compete with the 
ultra-modern Bakers’ & Confectioners’ building. Not 
only is the building equipped with acoustical ceil- 
ings, high-speed elevators, custom lighting fixtures 
and built-into-the-wall ashtrays but it is also the 
only union headquarters in the capital where you 
can see the latest stock market prices coming from 
Wall Street to a broker’s exchange! 


NEWSMAKERS 


Foote & Jenks has announced the appointment of 
Robert A. Gesche to its staff of laboratory technicians. 


Clinton Corn Processing Company has published a 
booklet titled “Consumer Panel Report on National 
Purchases of Confections, October, 1958”. This report 
is based on a research report of the J. Walter Johnson 
Consumer Panel, and records the actual daily purchases 
of representative families throughout the entire United 
States. A copy is available from any of Clinton’s offices. 
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Philly Candy Show Pictures 


Some of the old regulars greeting visitors at the opening of the 
show. 


Young Bill Greca going over the Christo Poulos line with a visit- 
ing buyer. 


New exhibitor Al Silver of Lucky Candy Co. shows his display 
of packed Christmas canes. 





How to make things tick... _ 





It’s almost alarming the way sales grow when you use quality 
chocolate products! And we give you the works: uniformity of 
flavor, plus on-time delivery—a combination that rings the bell 
with every astute business man! Clock in more sales... 


see your man from... 
BLUMENTHAL BROS. CHOCOLATE CO. 


MARGARET AND JAMES STS., PHILADELPHIA 37, PA. 





8 — The Manufacturing Confectioner § for 








Here’s Your Formula 

























... use them to win new customers 20 the. core oyep 
q Ss. Inver? sugar 
Wrap them in gold foil, imprint a clever name, and Se oe A whele with | 
you have a potential “hit candy.” Include them with 10 Ibs. cream (36% butterfat) | 
4 Z ° P 8 Ibs. liquor (unsweetened) chocolate 
box candies, or wrap in plain foil for bulk sales. Ve Wb. salt | 
Any way you sell them, you'll find folks like these prec eee pare nl | 





Almond Caramel Rolls. Only be sure the almonds are ss aeuarieaniarteattacl tatiana | 


Place all ingredients in a double- 


California’s finest Blue Diamonds. They are accurately pore Aecoton- gent trol agg’ 


size-graded . . . double-sorted, by hand and photo- well, stir until batch boils, then cook 
eo Pe : Re 3 at moderate speed, stirring contin- 
electric “eye” . . . with controlled minimum moisture sously until a postion egeeed.en 6 





cooling table will form a soft ball. 


ic 
content. More good almonds for your money. Write fTemanesiane adil be chau 206830" 


sality for samples and prices. On your letterhead, please. F.). Turn off heat, add flavor, and 

mix thoroughly. Oil cooling slabs 
ity of and deposit caramel to form wafers 
e bell approximately 2” in diameter. Place 


two lightly roasted Nonpareil al- 
Blue 


A MONDS monds on each caramel wafer. Use 
es we f flat, metal scraper to pick up the 
Diamond wafer. Roll caramel around almonds. 


Ls Wrap in cellophane. 




















CALIFORNIA ALMOND GROWERS EXCHANG< 


Sacramento, California 












, RPA. 





Sales Offices at 100 Hudson St., New York13 
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NOTHING SELLS LIKE 


FLAVOR: . 


Thanks to the endless variety of quick-and-easy-to-use prepared food and dessert mixes now New 
being marketed, today’s housewife has more hours to enjoy outside of the kitchen than ever 
before— hours she can now put to more useful pursuits and purposes. As competition for her 
patronage of these time-saving products increases, she becomes more selective in her choice. Can 
By trial and error, she discovers the brand that best satisfies her family’s taste, and sooner or [| ™ 
later it is that brand with the best flavor that finds its place on her regular shopping list... §©O 
When developing the flavoring or seasoning formulation for your new food, beverage, confec- 
tionery or dessert offerings, remember this: NOTHING SELLS LIKE FLAVOR! So, when you choose 














New 

















’ F 
flavor, choose the best — use FRITZSCHE’S ...A FIRST NAME IN FLAVORS SINCE 1871. k 
Tec 
eer F: Prot 
« or ; - 
Her : 
ta See: Pub 
eva bat 
Eas 
FRITZSCHE srotners, inc., 76 NINTH AVENUE, NEW YORK 11, N.Y. B 
A FIRST NAME IN FLAVORS SINCE 1871 - Eng 
Branch Offices and ‘Stocks: Atlanta, Ga., Boston, Mass., *Chicago, Ill., Cincinnati, Ohio, Greensboro, N.C., 
“Los Angeles; Cal., Philadelphia, Pa. San Francisco, Cal. St. Louis, Mo.. Montreal and *Toronto, Canada; rs 
*Mexico, D. F. and *Buenos Aires, Argentina. Factories: Clifton, N. J., and Buenos Aires, Argentina. dress 
of Ci 
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Will Operation Turnover Go? 


This industry cooperative promotion has gotten off to a good start, 





but its final success depends on new support. ..... Stanley Allured 17 





Cough Drops: A Market In Turmoil! 
New products, new packages and record advertising budgets are 





giving the cough drop business its wildest marketing season in many 
EY aigab hs 6440's bh ie Ooice Los sake weeeeres The Editorial Staff 19 







Research Techniques for Candy Marketing 


A description of motivational and other types of marketing research 





as applied to the candy business. ............. Wayne P. Hansen 23 






eekend Special: Turkey Bones 
Beginning a new monthly feature for the retail manufacturer. 
EERE ES ay wed peels a seh R REL bao Meee eae Herb Knechtel 37 








A Ton of Eggs 


a How a retailer established an Easter tradition in Meriden, Connecti- 
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Ser 32 ae ee 48 
‘ her 
pice. MOS os sc cbbdke ses 40 Advertiser's Index ........... 50 
or or 
t... | COVER: These new cough drop packages are indicative of a major mar- 
afec- keting battle among producers. See the story on page 19. 
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and 
the sour 


(.. of the little annoyances of 


this editor's job is having a wealth 
of contradictory information come 
across his desk regarding candy sales. 
The marketing “experts” in the candy 
field are numerous and vocal. 

As a point of illustration, three 
items that were received this week 
follow. Food Engineering magazine 
stated in its August issue that “Super- 
markets account for 40% of candy 
sales, which exceeed a billion dollars 
annually”. Quick Topics, published 
by the National Candy Wholesalers 
Association, quoted an item from 
Food Field Reporter magazine that 
stated “Food stores last year sold 
$481,110,000 worth of confectionery. 
This represents 22% of all candy sold 
in the U.S.” 

Another piece of information on 
this same general subject is contained 
in a booklet “Consumer panel report 
on national purchases of confections” 
by the J. Walter Thompson Consumer 
Panel. The figures in this report are 
not directly comparable to the others 
as the information is gained directly 
from consumers, rather than from 
manufacturers’ sales. However, they 
do indicate that consumers purchase 
well over half of their candy from 
food stores. 

These items indicate just why sta- 
tistics on candy sales are so often 


looked upon by manufacturers with a 
well jaundiced ye. 





What Candy Makers Should Know A bout The Far North 


(or any other dry, cold region where their candy is sold) 


Exposure tests prove: All-Weather Sweetose extends shelf life far longer, keeps candies 


Always Fresh...Never Too Dry 


Whatever the climate, whatever the humidity—one thing is cer- Important as they are, these are but a few of the many S$ 

tain. You can improve the taste, texture, tenderness . . . increase ose advantages. Get the full story on how you too can wea' 

the shelf life of your candy, when you use Sweetose Syrup. ize your candy to withstand variable climatic conditions— 
Proof? We put Sweetose to a punishing test . . . subjecting cutting sweetener costs. Write today to: 


candy made with Sweetose to a wide range of severe climatic - 
conditions. The results? As an all-weather humectant, Sweetose es) A. E. Staley Mfg. Co., Decatur, Illir 
© 





proved superior to all other humectants tested. 
For candy makers, this means far longer shelf life, expanded 


distribution, plus product quality that never fluctuates with the 
weather. For the narrow humectant range of Sweetose, the 
original enzyme-converted corn syrup, assures a controlled, ap- CUVEE @ Ss C4 
petizing, just-right moisture balance through a wide range of 


humidities and temperatures. THE ORIGINAL ENZYME-CONVERTED CORN SYRUY 


Branch Offices: Atlanta - Boston - Chicago - Cleveland - Kansas 
New York + Philacelphia + Sanfrancisco + St. 
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They're refreshingly different Christmas confections molded of 
Nestle’s Icecap Couvertures, in festive pastel colors, luscious, 
feat -1h @or- Ba: bYAmal-020) aoe (ot -for-1 oM-ME-taaleloh dom d-> aeela mm lelalenail-t-lelaleit-lal-ihme ini = 


laak- 0.4m ae On ol 1A en Gl ot alol lot male) mm soleil miaaleliol-lemaleliler-\\ane-saal-) 


PETER'’S* RUNKEL'S NESTLEs 


THE NESTLE COMPANY, INC. 


ee ee od oe, ee, 
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Discharge conveyor 
arranged for discharge 
of the finished goods along 
the side of the moulding line 












Production of bars 


Combination machine for cou- 


verture slabs and ordinary bars J ENSEN means 


Maximum production of 
A modern high-production ma- perfect goods at precision 
chine of continuous operation EEE Fe IR Show agate 
Fully automatic working 
Economy Hygiene 


Unsurpassed versatility 


MIKROVEXRK46 





American Branch Office: Mikrovaerk (Canada) Ltd., 90, Advance Road, Toronto 18, Ont. Telephone: BElmont 1-2259 
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| BEST FOODS OILS 











ARE YOUR BEST 
BET FOR TOP- 
SELLING KISSES 
CARAMELSBMAND 
UW SPELIAL TIES 



















FOODS OILS ARE 
THE TOP CHOICE. OF 
~ AMERICA’S. LEADING 













CANDY MAKERS 
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£One Gube 
TO COLOR A 35 LB. BATCH 


Just | Lb. will efficiently color 
approximately 4,500 Lbs. 


of hard candy. 


CHOCOLATE BROWN 


— 









ualilg- Corll and 
Goonomy-Sorkw€l 


ARE EASIER WITH 





Self-Measuring Certified Color Cubes* 


... that’s why year after year, more and more 
manufacturers switch to the ATLAS fool-proof 
way of coloring hard candy. 


Prove to yourself that Atlas 
color cubes will give you faster, 
more uniform production and 
save you money ... Try a box 
on our money back guarantee. 


*Reg. U.S. Pat/OF. 













STRIPING RED 
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Will Operation Turnover go? 


O eration Turnover has gotten under- 
way, slowly and hesitantly perhaps, but 
it is definitely a going business as of the 
end of October. This fact alone is very 
good news in light of the most recent 
abortive attempt at intra-industry coop- 
erative promotion. 

Over 3,000,000 box inserts have been 
delivered to manufacturers, and their dis- 
tribution beginning in October was the 
opening gun of Operation Turnover. This 
actually represents only a handful of man- 
ufacturers, though many more indicate 
their intention to join the program soon. 
Apparently, many of the larger manufac- 
turers have had to complete a current pro- 
motion before starting with Operation 
Turnover materials. 

The object of this promotion are the re- 
tailers and wholesalers of candy, two 
groups who are continually subject to a 
great deal of promotion from a host of 
manufacturers. The only way that Opera- 
tion Turnover can succeed is for so many 
manufacturers to join in that it becomes, 
in fact, a full industry promotion. In this 
way it will stand out prominently from the 
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BY STANLEY E. ALLURED 
Editor 


multitude of manufacturers promotions, 
and receive the attention it must have. 

These distributors have seen their mar- 
gins eroded away over the past twent 
years to levels they believe “take the nat 4 
it out of candy.” The fact is that this ero- 
sion of margins has been more than com- 
pensated for by. the greatly increased 
volume in candy. This basic marketing 
fact of high profits from high turnover of 
stock must be put across to distributors, 
if they are again to view candy as a really 
profitable item, worth promoting at the 
retail level. 

If Operation Turnover accomplishes 
this job, no effort can be too great to hel 
its success, and no manufacturers can af. 
ford not to participate in it. 





A full description of Operation Turnover 
was published in The Manufacturing Con- 
fectioner for August, 1958. Full information 
on this promotion is available from the Na- 
tional Confectioners Association, 36 S. 
Wabash Ave., Chicago, Illinois. 
























ADDED PROFITS FROM NEW PRODUCTS. .. 
WITH NEW GREER “NU T-ROBE” Bed 


& 
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# 
we 
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i 
Coats with caramel or chocolate and nuts or coconut... gives end- 


less variety of center-and-coating combinations! 


This exclusive Greer triumph — plus your marketing knowledge and imagination — will 
give you whole new lines to offer . . . open the door to new mass sales .. . let you capi- 
talize on regional and seasonal buying quirks .. . keep your production rates at ideal 
speed year ‘round. 





Fully automatic Nut-Robe is the hottest thing in the industry. It's already giving enter- 
prising confectioners new range . . . new efficiency . . . high yield with reduced labor costs 
. . . New convenience in mechanical and sanitary maintenance. 

It's just good sense — and good management — to look into the potentialities of Nut- 
Robe now. 





For full information, write: 


J. W. GREER COMPANY 


WILMINGTON, MASSACHUSETTS 
Sales Engineering Offices: Chicago, Illinois and San Francisco, California 
Evropean Representatives: Bramigk and Co., Ltd., London, England 
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Cough drops; 


a market in turmoil! 


he cough drop business, always a 
highly competitive business, is in for its roughest 
marketing season in many a year. Just about every 
major producer is plowing ahead with big, if not 
record, advertising expenditures on behalf of new 
products and/or new packages. 

The five cent cough drop package had just about 
disappeared this spring under the pressure of in- 
creasing costs. Suddenly five cent packages in the 
form of lower cost rolls are flooding the market, 
and one major longtime producer has introduced 
a fifteen cent package. A run down on the moves 
by major producers follows: 

F & F Laboratories is making radical changes 
and attacking the market in entirely opposite direc- 
tions. The long familiar F & F cough drops have 
been a ten cent item, packed in the usual pocket 
package for many years. This year they are pro- 
ducing, in addition, both five cent and fifteen cent 
drops. The fifteen cent drops are being pushed 
in the 11 Western states where the familiar ten 
cent box has been withdrawn. The new item is 
called F & F “with Banicol,” and is being promoted 
very heavily in radio spots and by an extensive 
sampling campaign. The regular ten cent F & F 
drops remain throughout the rest of the country. 

The five cent item is Fox’s Cough Drops, to be 
distributed throughout the country in four flavors, 
menthol, black, wild cherry and horehound. These 
are packaged in roll form. While F & F has pro- 
duced their hard candy drops in rolls for many 
years this is the first time that they have put cough 
drops in this type of package. This gives F & F 
the widest range of packages and prices in the 
entire cough drop field, and appears to be an 
attempt to meet competition from every direction. 

Vick’s new entry is a lemon flavored Vitamin C 
enriched companion box to their regular packages. 
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by the editorial staff 


A heavy billboard and television campaign will 
support this item on a national basis. This flavor 
was test marketed last year in Michigan and was 
found so successful it was introduced nationally 
this fall. The advertising theme on both billboards 
and television will be “Cough Drops Never Tasted 
So Good.” 

Smith Brothers have had a series of changes 
throughout this year starting with their new Smok- 
ers Drops introduced this spring. Smokers Drops 
appear to be an item intended to spread the very 
seasonal cough drop business into more of a year 
round seller. If this item proves successful it seems 
likely that other cough drop companies will be 
right behind. Shortly after the introduction of 
Smokers Drops, Smith Brothers put out a package 
of assorted fruit flavored cough drops with Vita- 
min C. This package followed the very modern 
design of the Smokers Drops which brought “Trade” 
and “Mark” together on a startling package fea- 
turing a jet black background. 

One and a half million dollars allegedly have 
been allocated by Smith Brothers to put over their 
Smokers Drops, and, incidentally, to publicize the 
new package design. 

Smith Brothers is also working a heavy promo- 
tion on their regular cough drops in combination 




















. and when we're married, we'll have 
Brazil Nut Candies every day.” 


KERNEL NUT OF BRAZIL SAYS: 


This smart lad has learned early one 
way to a lady's heart. He knows that 
many cunning little candy eaters, like 
many grownups, are fondest of candies 
made extra good with fresh, crunchy 
Brazil Nuts. It is true that popular 
Brazils do add a special taste-appeal 
that’s mighty hard for the lover of fine 
candies to resist. For this reason, we sug- 
gest you put delicious Brazils in your 
own candy formulas to boost sales and 
profits, especially around the holidays. 
See for yourself how tasty Brazils can help make your best 
selling candies sell even better. You can use Brazils whole, 
broken, sliced, or chopped as you prefer. Why not try ‘em 
soon? 


eS 2 


To get useful suggestions on 
how to use Brazil Nuts to help 
you get more sales, send today 
for FREE Candy Formula Book. 
This profusely illustrated book 
tells you 81 different ways 
Brazil Nuts can help you make 


money. 


CLIP AND MAIL THIS COUPON TODAY 





Brazil Nut Association, Dept. MA-4 

100 Hudson Street, New York 13, N. Y. 

Please send me FREE your helpful 72-page Brazil 
Nut Candy Formula Book. 

Company 

Street 

City . 














with Cracker Jack. A combination unit of a Smith 
Brothers three pack and a Cracker Jack package 
are promoted ‘as a single deal with the Cracker 
Jack free with the three pack at the regular price) 
Packs of black, wild cherry and fruit flavored 
cough drops are being used on this consumer pros§ 
motion. It is being supported by network and spot 4 
television and national magazines. 

Giant Beech-Nut Life Savers is introducing the 
Beech-Nut brand into the cough drop field. Thig 
is in the form of a Life Savers-type roll (no hole), 
A nickel seller, the roll is in menthol and black, 
No stranger to the field, the company has mars 
keted Pine Bros. cough drops (at ten cents) for 
a number of years, and, of course, Beech-Nut for=] 
merly was in the roll business too. 

Cocilana has added a wild cherry flavor to its) 
ten cent brand of medicated cough drops. A six 
months radio drive in northeastern markets and 
car card advertising in the New York subway sys- 
tem will promote this new flavor as well as the 
original Cocilana Plus RX4. New package designs’ 
have been developed to enhance visibility in dis- 
plays. 

Luden’s has by far the largest television budget 
in its history, but all this will apparently be spent) 
on its regular line of three flavors. During the? 
last year the company has cut out all nickel pack- 
ages and now markets nothing but dime packages. 
Thus the company seems to be planning to try to 
hold its own share of the market with increased 
promotion rather than try the “new product” ap= 
peal. 

All this adds up to a rough and ready marketing 
battle with frantic jockeying among a half dozen 
large producers for a better market position. The 
strong entry of five cent rolls into the cough drop 
business adds another factor of complication to an 
already intensely competitive field. Life Savers with’ 
their immensley strong detail staff are likely to 
make the roll cough drop a staple. 

With the heavy emphasis being put on fruit fla- 
vors with Vitamin C by three cough drop pro- 
ducers, this item may become the fourth staple? 
flavor after menthol, black and wild cherry. 

The boldest action is probably the F & F move 
to pull their long established ten cent package out 
of the eleven Western states in an attempt to estab- 
lish a fifteen cent package of the same size, fea- 
turing a unique product improvement. 

The story of Banicol, F & F's additive, is an in- 
teresting story in itself. In the ingredient list Bani- 
col is described, “The F & F brand of cetyl dimethyl 
limethy] benzyl ammonium chloride.” In the promi- 
nent color panel on the package describing Banicol 
it states, “Certified to kill germs on contact.” The 
certification on the back of the package states. that 
the germ-killing action of these cough drops are 
certified by Rosner-Hixon, an independent labora- 
tory. Certification is based on periodic tests. 

All in all, a fascinating mixture of marketing 
strategy is livening up the cough drop business, 
and it will make interesting watching for those 
who aren't in the middle. 


The end 
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For your fine candies 


“""" ocolate Coatings 


To complement your fine candies — 
Ambrosia FOOD OF THE GODS quality Chocolate Coatings — 
Milks, Vanillas, Bitter Sweets, and Fondant types. 
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AMBROSIA CHOCOLATE COMPANY 


Milwaukee 3, Wisconsin 


Manufacturers of fine chocolate and cocoa since 1894 





AUTOMATIC STICK CANDY MACHINE 
CANDY CANE CROOKER 











PAPER CUP RACKING MACHINE H.1 GAS VACUUM COOKER 
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0-3 STEAM VACUUM COOKER 








Racine Extruder 
Available Soon 
Write for Details 


RACINE EXTRUDER 


15 PARK ROW, NEW YORK 38, NW. ¥. 
Western Office and Factory: Racine, Wis.® Eastern Factory: Harrison, N, J, 
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Research techniques for candy marketing 





y this time most executives in 
the confectionery industry have been exposed to 
some type of motivational research study. On the 
lesser side, they may have read the project report 
which was undertaken for the National Confec- 
tioners Association and which sought to determine 
just why people buy candy, with some emphasis on 
the youth market. 

The larger confectionery manufacturers, because 
of their greater resources, have been able to con- 
duct for their own specific use motivational re- 
search studies which have answered detailed ques- 
tions concerning their own brands and those of 
their nearest competitors. These well known pro- 
ducers have put to good advantage the results of 
these analyses in such areas as the selection of 
advertising appeals and media, point of purchase 
promotion, wrapper design, retail selection proce- 
dures, pricing policies, seasonal campaigns, flavor 
ingredient decisions, pack size and variety choices, 
brand name connotation and selection, etc. The 
smaller confectionery houses may react to certain 
of these changes or additions in a like manner, not- 
withstanding the absence of factual evidence to 
support a decision as being the proper one. 

Motivational research studies which are tailored 
to the needs of a specific confectionery manufac- 
turer seek to establish a brand profile which is 
assumed by the buying public. This brand image 
should represent not only the opinions of those 
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that buy the brand in question, but also those that 
prefer competitive brands of a like nature. Of 
course, there must be a dichotomy of such opin- 
ions for only in this manner will the confectionery 
manufacturer be able to differentiate those fac- 
tors that work for and against the brand loyalty 
it is trying to establish or maintain. The brand 
image or profile will consist of a number of di- 
verse factors that can be graphically presented as 
a frequency distribution. A consensus of opinion 
will normally be found wherein a brand image 
will possess one or a few characteristics upon which 
all respondents will agree in principle as a sort 
of common meeting ground concerning their atti- 
tude towards this brand. This consensus of opinion 
can be held by both buyers and non-buyers of 
this particular confectionery item. 

Most consumer surveys that are not motivational 
in nature are highly structured; the questions are 
rigidly defined. This means that respondents have 
little chance to express their opinions, attitudes 
or the underlying influences that determine why 
they prefer one confectionery brand over another. 
The survey form that is used asks direct questions 
that can be answered with a yes or no response; 
a brand order ranking of candy product preferenc- 
es; a check system for various statements which 
hold true for any particular respondent, etc. The 
questionnaire will probably be worded: “Why did 
you make this choice?” after many of these struc- 


OCTOBER, 1958 


J 
CANDY PACKAGING AND MARKETING 


Only new Du Pont 300 K-202 cellophane 
offers you all these sales and production advantages 


Superior Appearance is the mark of all 
Du Pont “K” cellophanes. These spar- 
kling films give you packages that are 
brilliantly clear without a hint of cloudi- 
ness ... displays that sell candy faster. 
New 300 K-202, with a yield of 19,500 
sq. in., brings you these added benefits. . . 


Extra Durability and Protection: 300 
K-202 is an extra-strong and protective 
film in itself. In double-wall constructions, 
it offers maximum durability and moisture 
protection. 


Excellent Flavor Retention: Volatile 
flavorings are retained in 300 K-202; 
candies keep their fresh-made taste! 


Top Machine Performance: For make- 
and-fill, bag and overwrap operations, 300 
K-202 flows smoothly, at high speed! 
300 K-202 can give you the ideal pack- 
age for your candy. Make a test. Contact 
your Du Pont Representative or Du Pont 
Authorized Converter. He’ll be glad to 
work with you. E. I. du Pont de Nemours 
& Co. (Inc.), Wilmington 98, Delaware 


REG. U. s. PaT. OFF 


BETTER THINGS FOR BETTER UVING 
«. » THROUGH CHEMISTRY 


U PONT 
cellophane 
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tured questions. This type of probing is very super- 


ficial since it only requires the respondent to an- 


swer with the first thing that comes to mind, 
which in the majority of cases does not represent 
the underlying motive that actually triggered the 
impulse purchase of a particular brand of candy. 

Surveys of this type, which are highly structured 
in nature, do have a number of advantages for 
the confectionery manufacturer. They are less cost- 
ly per successful interview with the result that a 
much more representative sample of the population 
that eats candy can be had for the same expendi- 
ture of money. The confectionery producer will 


rightfully ask, “Well, I certainly do not want a 


field study that is unrepresentative of the poten- 
tial market fo my product.” This is true up to a 
point, at which time we examine the procedure 


' for establishing a research questionnaire which will 
' elicit the type of response that is required, for 


which little prior knowledge exists outside of gen- 
eral ideas which have acted as a guide in the past. 

Motivational research is expensive per each suc- 
cessful interview, and due to this cost the number 
of “case studies” that can be conducted for a given 
research budget will act as a hinderance in estab- 
lishing the representativeness of the candy-eating 
population which we wish to interview for the 
project’s success. However, before any structured, 
representative survey is conducted on a large scale, 
the research director must be sure that the ques- 
tions he has formulated are the ones that, when 
answered, will really contribute to a better under- 
standing of where the confectionery firm is headed 
in the marketing of its line. 

Motivational research is brought to bear at this 
crucial point. The most successful practice has been 
to use motivational research on a limited scale 
prior to the construction of the questionnaire form. 
The number of respondents that are selected is 
kept to a small size. These interviewees are picked 
on the basis of their similarity to the candy eating 
population at large. By means of projective tech- 
niques and depth probes, an experienced interview- 
er can elicit a number of behavior patterns relat- 


' ing to candy purchasing and consumption that 


may form the core of subsequent large scale inter- 
viewing questions. 

This hedging type of survey construction and 
interviewing whereby the best parts of two dif- 
ferent research techniques are combined carries 
with it the disadvantage of any hybrid process. 
The model wherein each of these approaches serves 
its best performance is dismantled by this means. 
In this case the crucial test lies in determining 
whether the quality and small quantity of depth 
interviews provides the degree of representation 
which is necessary to properly construct a highly 
structured questionnaire for large scale interview- 
ing. 

One type of projective technique common in 
motivational research uses sentence completion as 
a means of drawing out the inner feelings of the 
respondent. The way a partial sentence is word- 
ed, with no connection to previous questions, makes 
the respondent fall back on his own resourcefulness 
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and inner attitudes to complete its meaning. A 
few typical examples follow: 

1. My children eat candy 

2. The 10¢ candy bar 

3. When I was younger candy 

4. Cocoanut bars are 

Another type of projective technique which has 
proved successful in commercial survey work is 
the Thematic Apperception Test (T.A.T.). The re- 
spondent is presented a series of pictures, each 
one on a separate sheet of paper. The pictures 
are rough drawings or sketches of situations where 
candy forms the central theme. The respondent 
is asked to describe what led up to the scene, 
what is presently happening, and what the final 









































COOPER styled 


Easter Candy Boxes 


Now fully automatic 


Time-saving over 40 stock iten 


Write for display brochure with prices: 
Cooper Paper Box Corporation, Dept. M, Buffalo 10, N.Y. 
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outcome will be. Some typical examples follow: 

1. A youngster is shown clutching a coin in hi: 
hand as he peers at a display of candy. The left 
half of the display contains one brand of candy 
bars with tight opaque wrappers. The other sidc 
of the display contains another brand of bars with 
loose wrappers which are translucent. No names 
or writing are shown. 

2. A factory worker looks at a candy vending 
machine. The candy bars sHown on its left side are 
5¢ and one-half the size of the bars on the other 
side which are 10¢. 

The unstructured interview or depth probe has 
proved highly successful for some confectionery 
manufacturers who have felt they needed greater 
insight into the complex reasons why one brand 
is preferred over another of comparable stature. 
The respondents selected are regular consumers 
of confectionery products. The experienced inter- 
viewer does not carry a questionnaire form, but is 
aided in his probing by a guide which lists the 
broad areas of candy buying and consumption 
which are of most interest to management as a step 
to more specific inquiry. The questions asked by 
the interviewer have no set order of significance 
for it is his job to get at underlying motives and 
reasons which may crop up unexpectedly as the 
respondent is encouraged to give his conception, 
past experience, and present inclination towards 
confectionery products and their consumption. Of 
course the interviewer focuses the line of thought 
to be taken by the respondent, although it is done 
in a very subtle manner. 

The foregoing discussion has not considered the 
standard consumer flavor preference tests which 
are an ongoing activity of some cgnfectionery pro- 
ducers.* These surveys have a high degree of 
control and routine which are carried on from one 
test to the next. The minimum number of respon- 
dents that should be tested for any flavor accept- 
ance study stands at 200. Only two test samples 
are considered at any one time. As a corollary to 
the discovery of which sample is significantly pre- 
ferred, the respondents are requested to comment 
on each sample as to its characteristics and flavor. 
These comments are coded as to uniformity and 
uniqueness of content, tabulated, and presented 
when highly informative to management as a val- 
uable aid in developing insights beyond the sta- 
tistical findings of significance. 

Routine consumer flavor acceptance studies can 
serve a dual purpose by the inclusion of partially 
structure questions or a section on sentence com- 
pletion. This additional information should be 
sought after the preference tests have been complet- 
ed, since the anxiety level of the respondents in- 
creases as the survey proceeds from one stage to an- 
other. This assumes that what is considered most 
important from a management point of view is the 
significance of one of the sample bars. 

Management should not be content with the 





*See “Consumer Taste Testing”, Wayne P. Hansen, 
Pg. 43, June, 1958 issue, The Manufacturing Con- 
fectioner. 
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...with multiple-unit packages of 


AVISCO CELLOPHANE 


Aggressive merchandisers have long recognized the advantages of multiple-unit packaging— especially 
with AVISCO cellophane. Most important is the tremendous growth of unit sales—and resulting profits. 
In super markets and other self-service stores, customers want and expect to find your product multiple- 
packaged. It’s a handier way for them to buy. And the sparkling clarity of AVISCO cellophane lets them 
recognize your wrapper instantly. But cellophane also does much more as a multiple-unit wrap. It keeps 
your product fresh longer, increases shelf life and makes handling easier for your retailers. Best of all, 
AVISCO cellophane offers total packaging economy—with low initial cost and packaging machine 
performance unmatched by any other film. For plain cellophane, call your AVISCO salesman. And for 
beautifully printed AVISCO cellophane, call your converter representative. 


AMERICAN VISCOSE CORPORATION, FILM DIVISION, 1617 PENNSYLVANIA BLVD., PHILADELPHIA 3, PA. 
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Helpful Books for Candy Plant Executives 





Confectionery Analysis and 


Composition 
by Stroud Jordan and Katheryn E. Langwill 


This volume, first published in 1946, is still the only 
published reference work on the subject of confec- 
tionery analysis. It concerns itself with applicable data 
that covers composition of basic raw materials as 
well as that of the finished confections in which they 
have been employed. 





Choice Confections 
by Walter Richmond 


This new book contains 365 formulas for making two 
batch sizes, one for hand work and one for machine 
work. There are instructions for each batch, with sug- 
gestions as to the methods of coloring and flavoring 
for variety. A glossary is included, both of candy and 
chemical terms. All of the formulas are cross indexed, 
and a complete chapter is presented on chocolate. 





How to Salvage Scrap Candy 
by Wesley H. Childs 


This booklet is a complete revision of the author’s 
work “Modern Methods of Candy Scrap Recovery” 
published in 1943. A considerable amount of informa- 
tion has been collected since that time on methods and 
techniques of salvaging scrap candy. This booklet 
covers all types of candy, and gives many practical 
and economical ways of converting scrap candy into 
a useful form for re-use. 





— 


A Textbook on Candy Making 
by Alfred E. Leighton 


Here is a textbook where the reader can learn the 
basic fundamentals of candy making, the “how” and 
“why” of the various operations in non-technical 
terms. Particular attention is given to the function of 
raw materials, and why each is included in a formula 





The Candy Buyers’ Directory 
The Directory of Candy Brokers 


1958 Edition 


The Candy Buyers’ Directory is an alphabetical and 
classified directory of wholesale candy manufacturers 
giving information on what type of candy is made by 
each firm, and in some cases the type of packaging 
used. The Directory of Candy Brokers is a geographi- 
cal listing of over 600 candy brokers giving the ac 
counts that they handle, the territory covered and the 


number of salesmen. 


F 


Profits Through Cost Control 


by Frank Buese and Eric Weissenburger 





This material deals with the problems of cost control 
in candy plants including planning for profit. The 
emphasis is on planning operations so that a profil 
will be made, and in early detection of those factor 
which will adversely affect profit. 





(— How to Salvage Scrap Candy 


Book Department 


$2.00 The Manufacturing Confectioner 


(1 Choice Confections 


Publishing Company 
418 N. Austin Bivd. 


$10.00 Oak Park, Illinois 


() A Textbook on Candy Making Gentlemen: 


$6.00 


Enclosed is my check for $ 


() The Candy Buyers’ Directory and 
The Directory of Candy Brokers 
$5.00 
() Confectionery Analysis and 
Composition 
$6.00 
[) Profits through Cost Control 
$2.00 


I have checked at the left. 
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status quo of the flavor line, advertising, or the 
point of purchase effect that its brand creates. Com- 
petition is ever on the move to maintain or increase 
iis market share, especially when recessed eco- 
nomic conditions cause a decline in the consumption 
of certain confectionery types. A specific example 
of this is wrapper appearance as it looks to the 
typical consumer. The most crucial point for any 
impulse item such as candy is its point of pur- 
chase attraction to the buyer. While every manu- 
facturer likes to feel that his flavor line is different 
and superior to competition, the fact remains that 
the consumer may think otherwise. The following 
questions should be seriously considered by man- 
agement if it has experienced a decrease in sales 
volume: 

A. The brand names of its line 

1. Is the name consistent with the ingredients? 

2. Would the name embarrass a purchaser who 

bought the flavor over-the-counter? 

3. Is the name feminine or masculine in nature? 

4. Is the dignity of the name consistent with 

the age group which is supposed to buy the 

flavor? 

5. Is the name easy to remember and pronounce? 

6. Does the name stand out on the wrapper? 

7. How does the name compare with competi- 

tion? 

B. The wrapper and its design 

1. Does the wrapper design attract and hold 

the eye? 

2. Is dust on the wrapper more observable due 

to the wrapper’s color? 

8. Is the wrapper easy to remove during hot 

weather? 

a. Are its edges pasted or folded? 
b. Can melted ingredients soil the wrapper’s 
exterior? 

4. Is the wrapper’s coloring consistent with the 

ingredients? 

5. Will a cardboard insert protect the bar from 

breaking? 

6. Is a summer wrap used to combat the heat? 

7. Is a loose wrap really preferable to a tight 

wrap? 

8. Is the quality of the wrapper material consist- 

ent with the flavor’s quality? 

9. Do other designs on the wrapper detract or 

add to its coloring and the observation of the 

brand name? 

10. How does the wrapper compare with com- 

petition? 

These and many more questions can be effec- 
tively answered through the use of motivational 
research techniques. To underrate their importance 
may be a serious mistake at a time when the 
“smart money” goes to attracting and pleasing the 
potential customer. After all, it is the customer 
who eats confectionery products who determines 
the success or failure of any candy manufacturer. 
The expenditure of a few thousand dollars may 
be the deciding factor as to whether a producer 
is able to show a profit and of the size consistent 
with the views of corporate shareholders. @ 
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DECOPAD enhances the interior appearance of the 
package and gives maximum PROTECTION. 


We maintain a special department to cut, die cut 
and emboss DECOPAD to your specific requirements. 


WRITE TODAY for a new folder 
containing actual samples of our 
complete line of Sweetone Paper 
Products for manufacturing 
confectioners including: 
GLASSINE PAPERS CHOCOLATE DIVIDERS 
WAXED PAPERS BOAT AND TRAY ROLLS 
WAVEE PARCHMENT LAYER BOARDS 
EMBOSSED PAPERS DIE CUT LINERS 
CANDY BOX PADDINGS 


George H. Sweetnam, Inc. 


282-286 Portland Street, Cambridge, Mass. 


GNEETON 
¢ 
PROD 


Representatives in Philadelphia, Detroit, 
Chicago, Dallas, New Orleans, 
Oakland, California and Seattle, Washington 








film and the package is gold over 
printed. Above a small window in 
the center of the front of the pack 
age the name “Richardson” js 
printed in red letters which are out 
lined in white. 


Whitman’s has a new box of 
milk chocolate Nut Ruffs. These are 
cream, marshmallow and cocoanut 


centers 


covered with 


chocolate 


filled with cashews and almonds. 


Philadelphia Chewing Gum Cor- 
poration has introduced El Bubble 
brand cinnamon flavored buble gum 
cigars. This provides three brands 
of different color and flavor which 
will be available in the Big Choice 
package. 


Thos. D. Richardson’s new butter 
mints are wrapped in laminated 


Whitman's is introducing a new 
Wonder Box to retail for less than 
a dollar. The new box which fea 
tures a carnival design will be 
larger than the previous one and 
will contain an assortment of pops, 
chocolate cigarette and stick can- 
dies. 








Just 2 People 


and an 


IDEAL WRAPPING 
MACHINE 


Can Package 450 
Caramels 

Every 

Minute 


Yes—that’s speed, 
but DEPEND- 
ABLE speed cou- 
pled with smooth, 
low-cost operation ! 
Only 2 personnel 
required for this 
entirely automatic 
operation! 


WRITE TODAY 
for Important 


FREE Brochures 


IDEAL’ WRAPPING MACHINE COMPANY 











Good Candy Deserves 


glassinemgreaseprool 
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RHINELANDER 


PAPER COMPANY 


Rhinelander, Wisconsin 
Subsidiary of St. Regis Paper Company 
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Pips is a new item with Blumen- 
thal. It is a sugar panned chocolate 
center, packed in five cent pack- 
ages. Six assorted colors are used. 


Quaker City has come out with 
a new family size half-pound pack- 
age of Good and Plenty. Fluores- 
cent Day-Glo ink has been used to 
color the package in a soft pink. A 
printed cellophane overwrap for 
the six-pack is also a new feature. 


The Cracker Jack Company is 
using this new foil package for 
their straight popcorn pack (no 
nuts). The 6 ounce package is dis- 
tributed primarily through food 
stores. 


Whitman’s has introduced a new 
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for COMPLETELY AUTOMATIC 
PACKAGING! 


The Henry Heide Company installation of 
the Model “F” COMPAK, with Net Weight Scale Feed. 


From hopper to shipping carton, Henry Heide 
candies are more accurately and economically 
packaged by the completely automatic Hayssen 
COMPAK. 

COMPAK forms the bag from roll film, 
with perfect electric eye registration of printed 
design, and automatically fills from precision 
scale feed. 

With Hayssen’s quick change “Plug-in” 
draw bar, the COMPAK is immediately con- 
verted from cellophane to polyethylene. 


a.) 


Let our experienced packaging engineers help you 
with your packaging problems. Contact us today! 


HAYSSEN *::. 


Dept. MC-10 ° SHEBOYGAN, WISCONSIN 
world’s oldest and largest exclusive manufacturer of packaging machinery 
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item, Scotch Fluffs. It is an expand- 
ed hard candy, similar to the firm's 
Air-Bons, but with a butterscotch 
flavor. This itern, and Air-Bons, are 
being packaged in cello bags to 
retail at 25¢. 


Atlantic Coast Candy Company 
has developed this fancy package 
for their chocolate covered salt 
water taffy. Twelve different fla- 
vors are included, each piece foil 
wrapped and packed in a die cut 
insert within a set up box. A poly- 
mer coated cellophane overwrap 
finishes the package. 





Products 


A non-slip carton coating has been 
developed to prevent slipping of skid 
loads of shipping cases in storage and 
handling. The coating is applied by 
the box manufacturer, and greatly 
reduces case damage due to slipping 
of stacks of cases during the many 
hand!ings between the manufacturers 
packing operation and the retail out- 
let. 

Kimbell candy Company is using 
cases with this coating. 

For further information write: E. I. 
DuPont de Nemours & Company, 
Wilmington, Delaware. 


A refrigerated chocolate candy case 
has been developed that will keep 
chocolates in good condition regard- 
less of atmospheric changes. It is a 





self-service case which can display 
150 pounds of boxed candy and store 
an additional 100 pounds. The case 
features 100% steel construction, is 
equipped with rubber casters and 
illuminated with fluorescent lighting, 
The superstructure which includes 
five 8’ x 10” transparencies in op- 
tional. Without the superstructure the 
case measures 60” long, 31’ wide 
and 45” high. Ten inches are added 
to the height by the superstructure, 

For further information write: C. Q. 
Sherman Associates 18 West Broad 
Street, Mount Vernon, N.Y. 











“LINT FREE’ 
U-Boats 


“LINT FREE’ Base Cards, 


Dividers, Layers and iIn- 
serts 


“LINT FREE” Preassembled nest partitions 
made on automatic machinery 


*"LINT-FREE’ Chocolate & Coated Boards 


All items either plain or H.T. Non Stick Greaseproof Treated. Available in pure white 
food board, glassine laminated, silicated solid wood pulp board, vanillin and anti- 
oxidant treated chocolate board, colored board and greaseproof laminated board. 
Base cards, trays, and boats for automatic wrapping equipment. Samples and estimates 


promptly given. 


MURNANE 


1510 N. KOSTNER AVE., CHICAGO 51, ILL. 
PAPER COMPANY wrRiTE OR CALL COLLECT CAPITOL 7-5300 
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New Products 


Foil labels which can be removed from fibre cans 
for coupon use have been developed. Coupons are 
printed on an opaque, unlacquered area of the label 
so that they may be written on. A user of fibre cans 
will be able to promote other products, conduct con- 
tests, or solicit comments from consumers by use of this 
mail-in coupon. 

For further information write: Milprint, Inc., Mil- 
waukee, Wisconsin. 


A cutter and crimper of salvage cardboard and corru- 
gated cartons has been developed. The ComptoPak 
will cut corrugated carton into crimped corrugated 
wrapping and packaging sheets. Use of the machine 
eliminates the incoming packing material disposal prob- 
lem and supplys strips or sheets up to 24 inches wide 
for use in shipping. A booklet is available describing 
the process and applications. 

For further information write: Comptometer Corpora- 
tion, Chicago 22, Illinois. 
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Model 2350 Super 


For high speed, fully automatic 


twist wrapping of hard form, 
solid or filled candies 


Speeds can be 
had up to 350 
per minute ac- 
cording to type 


wrap. 


SUPERMATIC PACKAGING CORP 
1460 Chestnut St. Hillside, New Jersey 








Sweet and Gentle... The 


Story at Wayne Candies 


Wayne Candies, Inc. Fort Wayne, Indiana, recently installed a 
Wey-Mor automatic weighing and bag-filling machine to provide 
gentle treatment to a wide variety of candies. The equipment is used 
to handle items Wayne manufactures as well as those it re-packages 
under its own label. Some of the items handled on the Wey-Mor in- 
clude Flavored Puffs, Cinnamon Imperials, Rum & Butter Toffee, 
Pineapple Slices, Rainbow Mints and a wide variety of other items. 


Since installing the equipment, Wayne Candies has increased its pro- 
duction enough to save 10% on bagging costs and has reduced ma- 
terial losses by approximately 50%. 


Extremely smooth, fast delivery is particularly important to assure 
perfect package appearance of a fragile candy like Wayne’s Flavored 
Puffs. Wey-Mor meets all requirements because it features a vibra- 
tory feed along its entire length, not just at the bulk and dribble point. 
This eliminates friction and breakage of the candy. 


Wey-Mor will be a “sweet” addition to your packaging operation! 
See how it can improve your product’s appearance and cut your pro- 
duction costs. Write for full information. 


Write for illustrated Wey-Mor Foider 
that demonstrates true flexibility in production- 


line weighing. 





Close-up shows detail of Lynch Wey-Mor. Vi- 
bratory feeder brings product forward to the 
bulk (2 outside channels) and dribble (center 
channel) point. Machine is quickly adjusted 
for any amount from 8 to 16 ounces .. . auto- 
matically discharges when proper weight is 
reached. 


Wayne's packagirfg team includes a Lynch 
Robo-Lift which is synchronized with the 
Wey-Mor scale to assure a steady flow of 
candy. One girl keeps hopper filled, one han- 
dies filled bags, one labels them and another 
cases the finished product. 


These are among the items Wayne Candies, 
Inc. packages with their Wey-Mor Automatic 
Weighing Machine: Flavored Puffs, Cinna- 
mon Imperials, Rum & Butter Toffee, Pine- 
apple Slices and Rainbow Mints are among 
the hundreds of varied items bagged on this 
high speed machine. 


Low NCH 


CORPORATION 
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Latini’s Proven Profit Maker! 


225 Pops Formed & Wrapped 
Per Minute 


Low labor cost pop operation—one operator does work | 
of 4 people. 


The wrapped pops go right through for cooling, then | 
packing. : 





There is no handling, chipping, breaking, etc.— 
Die pop is free of fins—eliminating scrap. 


Positive stick insertion—all straight and true. 


/ey-Mor. Vi- 
‘ward to the 
bble (center 
kly adjusted 
es... auto. 
er weight is 


Weight of pop is variable without change of dies. 


Sandwich wrap saves up to 50% of other type wraps. LATINI DIE POP MACHINE 


WITH CONTINUOUS WRAPPING ATTACHMENT 





es a Lynch 
ed with the 
ady flow of 
id, one han- 
and another 


The Latini Sander 


Continuous Hard 
Candy Cutter 


Berks Mixer 


Hohberger 
The Berks Mixer incorporates 


1e Candies, 
‘ Automatic 
ffs, Cinna- 
»ffee, Pine- 
are among 
ged on this 


fectioner 


Waffies, pillows, chips, or 
straws. Up to 150 feet per 
minute. Perfect sealing on 
filled pieces. 


Guaranteed to properly sand the 
full output of a mogul! Enlarged 
steaming chamber. Non-corrosive 
metals wherever steam and sugar 


color and flavor and kneads 
the candy the same as by hand. 
No discoloration. Over 50 users 
with from one to fifteen units— 
over 160 in operation. 


Cream Machine 


Up to 2,000 pounds per hour. 
Straight sugar or with any 
amount of corn syrup. 








Mill River Pump Bars 


Faster, better, and more accu- 
rate due to precision workman- 
ship. Water-sealed — Sanitary — 
No Grooves — No Washers. 
Available in all sizes. 


Single, double, triple and quad- 
ruple row for all depositors. 


Also available — Special Choco- 


late Pump Bars — Sanitary 
Stainless Steel Hoppers. 


SPECIAL NOTICE 


Pump Bars Available 
To Satisfy Offset 
Impressions. 














Hohberger Continuous 
Ball Machine 


Up to 1,200 ibs. per hour. Forms filled or plain 
balls, | sh and b storlights. 





P 


John Shef{man, Juc. 152 WEST 42nd STREET © NEW YORK 36, N. Y. 
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why knock yourself out... _--- 


_ 
s 


with technical problems? 


We have complete laboratory and pilot plant 
facilities, and a staff with long experience on both 
the technical and practical sides of candymaking. 
Our consulting experience in the candy field has 
covered a very wide range of problems, and in- 
cludes formulation, processing, quality control, fac- 
tory layout, and analysis of raw materials and 
finished candy. 


Discuss your technical and production problems with— . 
\ 7 - 


KNECHTEL LABORATORIES J cons ultants to the candy i 


est Berwyn Avenue - LOngbeach 1-6513 - Chicago 40, Ill. 4 
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Turkey Bones 


BY Hers KNECHTEL 


Knechtel Laboratories 


Proceedure 


Jacket—Cook sugar, corn syrup and salt to 300° 
F. Then add butter and cook back up to 300° F. 
Pour on a slab, cut batch in half, and add a trace 
of yellow color to one half. Pull the other half on 
hook exactly ten times so that it is semi-opaque. 

Center—Cook the sugar, corn syrup, butter and 
salt to 230° F. As soon as the batch reaches that 
temperature, add the nut meats and cocoanut 
(which should be at room temperature). When the 
nuts and cocoanut are mixed in, the batch will be 
at the right temperature to be added to the jacket. 

Spread the yellow half of the jacket out into 
a sheet about 18” by 14”, and spread the pulled 
half on top of it. Set this sheet into the canvas on a 
batch roller that is not turning and drop the cener 
into it. This piece can be turned out on a slab or 
other flat surface, but it is tricky and requires expert 
handling. Seal the sides and ends of the sheet 
around the center and start the roller. 

This candy cannot be spun out as regular hard 
candy as the lumps of nuts will interfere. Instead 
just pull out, letting the lumps form and allow the 
rope to break, as it will, from time to time. 

This item is strickly a home-made piece. There- 
fore, even though parts of the center show through, 
and it is lumpy and unattractive during processing, 
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Jacket 
20 Ibs. sugar 
6 lbs. corn syrup 
1 Ib. butter 
1 oz. salt 
Ye oz. vanilla © 
yellow coloring 


4 lbs. sugar 

2 Ibs. corn syrup 

1 oz. salt 

¥% lb. butter 

3% lbs. chopped peanuts 

4 Ibs. macaroon cocoanut 
1% lbs. large walnut pieces 





it is this roughness that makes it obviously a home- 
made item which has an irresistable appeal on 
display. In fact, this is one of the most succesful 
week-end specials that I have ever had, and was 
popular with retail manufacturers on the West 
coast from 1927 through 1940. 

We usually ran it from the Friday before Thanks- 
giving right up to Thanksgiving eve. 


















fERCKENS 


. Makers of Fine Chocolate and Cocoa 





MERCKENS CHOCOLATE COMPANY, INC. 
155 Great Arrow Avenue, Buffalo 7, New York 


BRANCHES AND WAREHOUSE STOCKS IN 
BOSTON, NEW YORK, CHICAGO, LOS ANGELES, OAKLAND, SALT LAKE CITY, SEATTLE 











FOR PERFECT CREAMS THAT KEEP LONGER 


You get better cream centers and they store better for 
longer periods when you use CONVERTIT, the pioneer 
concentrated invertase. 


For more than a quarter of a century, CONVERTIT has proven 
its value to the candy industry, permitting the production 
of CAST and ROLLED creams in quantity. Properly stored, 
these creams made with CONVERTIT keep for many 
months without drying or fermentation. 


CONVERTIT is ready for instant use, easy to measure and 
mix, and always uniform and dependable. 






















THE NULOMOLINE DIVISION 


AMERICAN MOLASSES COMPANY 


Manufacturers of NULOMOLINE (Standardized Invert Sugar) and Syrups 
120 WALL STREET, NEW YORK 5, N.Y. 


330 East WN. Water St., Chicago 11, Ill. » 1300 West 3rd St., Les Angeles 17, Calif. « NULOMOLINE, LTD.: 1461 Parthenais $t., Montreal, Canada 


CONVERTIT 


oO. ee ot oe —Oe Oot Me Oa Oa a, a 
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fine fruit 


flavors are 


ER always 


ate ~ PFIZER 


s proven 


; CITRIC 


For true-fruit tanginess in soft drinks, candy, sherbets, use 
Pfizer Citric Acid. And try the anhydrous form. It saves you 
money on an actual acid basis... gives uniform acidity after 
months of storage, too! Whatever your needs in high quality 
acidulants, look to Pfizer. 


Manufacturing Chemists for Over 100 Years 


VE V2 


SNe ZS, 


CHAS. PFIZER & CO., INC. 
Chemical Sales Division 
630 Fiushing Ave., Brooklyn 6, N. Y. 


Branch Offices: Chicago, I!!.; San Francisco, Calif.; 
Vernon, Calif.; Atlanta, Ga.; Datias, Tex. 





The 


MANUFACTURING CONFECTIONER’S 


Candy 
Clinic 





The Candy Clinic is conducted by one of the most e. 
perienced superintendents in the candy industry. Som 
samples represent a bona-fide purchase in the retal 
market. Other samples have been submitted by many 
facturers desiring this impartial criticism of their candies, 
thus availing themselves of this valuable service to ow 
subscribers. Any one of these samples may be youn, 
This series of frank criticisms on well-known branded 
candies, together with the practica 
our clinical expert, are exclusive features of The MANU 
FACTURING CONFECTIONER. 


Ws 


prescriptions” of 


Salted Nuts; Gums & Jellies 


CODE 10D8 
COATED PEANUTS 
10 ozs.—49¢ 
(Purchased in a food shop, 
Chicago, Ill.) 

Appearance of Package: Good. 

Container: Round glass jar, white screw 
cap, white paper seal printed in red 
and blue. 

Peanuts: 

Color: Good. 
Roast: Good. 
Texture: Good. 
Coating: Good. 
Taste: Good. 

Remarks: This peanut is something new 
to us. It has a very thin sugar coat- 
ing, very brittle. Most coated or sug- 
ared peanuts have too much candy 
on them and many times we find the 
candy coating is soft. These peanuts 
should enjoy a very good sale as they 
are very good eating. 


CODE 10E8 
ASSORTED GUMS 
1 Ib.—49¢ 
(Purchased in a chain department store, 
Chicago, II.) 
Sold in Bulk 
Gums: 
Colors: Good. 
Sanding: Good. 
Texture: Good. 
Flavors: Good. 
Remarks: The best gums we have ex- 
amined this year at this price. 


CODE 10K8 
JELLY SLICES 
1 Ib.—59¢ 
(Purchased in a chain department store, 
Chicago, III.) 

Sold in bulk 
Slices: 

Colors: Good 

Shape: Good 





Candy Clinic Schedule For the Year 


JANUARY—Holiday Packages; Hard Candies 
FEBRUARY—Chewy Candies; Caramels; Brittles 
MARCH-—Assorted Chocolates up to $1.15 
APRIL—$1.20 and up Chocolates; Chocolate Bars 
MAY—Easter Candies; Cordial Cherries 


JUNE—Marshmallows; Fudge 
AUGUST—Summer Candies 


SEPTEMBER—Uncoated & Summer Coated Bars 
OCTOBER-Salted Nuts; Gums & Jellies 

NOVEMBER—Panned Goods; 1¢ Pieces 

DECEMBER-—Best Packages and Items of Each Type Considered 


During the Year. 


Sanding: Good 
Flavors: Good 

Remarks: A good eating slice, the best 
we have examined this year at this 
price. 


CODE 10B8 
ASSORTED SALTED NUTS 
Y% Ib.—79¢ 
(Purchased in a chain food store, 
Chicago, II1.) 

Appearance of “Package: See remarks. 

Container: Folding box, oblong shape, 
printed in pink and brown. 

Nuts: Almonds, pecans, brazils, filberts, 

cashews, peanuts. 
Roast: Good. 
Texture: Good 
Taste: Good. 

Remarks: Good eating salted nuts, one 
of the best we have examined at this 
price this year. Box was very dirty, 
finger marks etc. Suggest box be 
wrapped in cellulose. 


CODE 10A8 
PICKLED PEANUTS 
7% ozs.—69¢ 
(Purchased in a retail shop, 
Chicago, II.) 

Appearance of Package: Good. 

Container: Amber colored plastic bowl, 
white flexible top, brown paper seal 
on top printed in brown, green, a 
white. Imprint of peanut man if 
colors. 

Peanuts: 

Roast: Good. 
Texture: Good. 
Taste: Good. 
Salting: See remarks. 

Remarks: A very fine eating roasted pea 
nut. Suggest more salt be added 
improve the flavor. Very highly priced 
at 69¢ for 7% ozs. 
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CODE 10F8 
SPICED GUM DROPS 
1% ozs.—5¢ 
(Purchased in a chain drug store, 
Chicago, Ill.) 
- arance of Package: Good. 
heir candies, Siiner: Cellulose printed bag, printed 
vice to ow in red, white, green and yellow. 


he most ex. 
lustry. Some 
n the retal 


Drops: —_ 
Color: Good. 

wn branded Sanding: Good. 

triptions” of Texture: Good. 

The MA Flavors: Good. 

ie Remarks: The best 5¢ package of opera 
gums we have examined this year. 
Well made and good eating. 


CODE 1018 
ASSORTED PARTY MINTS 
14 ozs.—65¢ 
(Purchased in a food shop, 
Chicago, IIl.) 
Appearance of package: Good 
Container: Round tin, printed in green. 
Imprint of mints in white. Mint leaves 
in green on the side. Friction top. 
Mints: Very small pieces 
Colors: Good 
ice, the best Texture: Good 
year at this Flavors: Good 
Remarks: The best mints of this kind 
we have examined this year. Very 
good eating and good flavors. 


D NUTS 


od store, 


CODE 10G8 


> remarks. ASSORTED FRENCH GUMS 
blong shape, 18 ozs.—25¢ 
a. (Purchased in a chain drug store, 


azils, filberts, Chicago, II.) 


Appearance of Package: Fair. See re- 
marks. 
Container: Cellulose bag, name printed 
in red. 
ed nuts, on¢® Gums: 
nined at this Colors: Good 
s very dirty, Texture: Too tough 
est box be Flavors: Fair 
Remarks: Flavors could be improved, 
also the formula checked as the gums 
were tough. Suggest bag be printed 
overall to improve the appearance. 





Crest La 
“Bat “ug? 


use Anheuser-Busch 
moulding and thin boiling 
starches, Regular and 
Spectalty type corn syrups. 


ANHEUSER-BUSCH, INC 
CORN PRODUCTS DEPT., ST. LOUIS, MO. 
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BRING YOUR FONDANT DEP’T. UP TO DATE 
with an INSTANT & CONTINUOUS FONDANT MACHINE 
The MASTER Model will produce 1000 pounds per hour of SUPER SMOOTH 


PURE WHITE—CREAMY FONDANT 
at the LOWEST Investment & LABOR Cost. 










Please send information on the Master Model and the new ‘400 model, to 























CONFECTION MACHINE SALES CO. 
407 S. DEARBORN ST., Chicago 5, Ill. 
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for Better Marshmallows ) 
the SAVAGE BEATER 


. « » « IS YOUR ANSWER. The Savage latest improved sanitary 
marshmallow beater is constructed with stainless steel tank, shaft, 
paddles and breaker bars—100% sanitary. This beater is considered 
standard by manufacturers. 
Built for strength and dura- 
bility, it assures perfect 
manipulation of each batch. 
Hundreds of users in the 
United States and foreign 
countries prefer the Savage 
Beater for its economy in 
operation and performance 
in production, because it 
saves time, space, and op- 
erating cost. Four 200 pound 
Savage Beaters will supply a 
mogul for continuous opera- 


tion. 





THE FIRST COST IS THE LAST COST 


Unexcelled for volume and lightness 

Stainless construction—100% sanitary 

No corners for contamination 

Outside stuffing boxes—no leakage possible 

Maximum beating for volume 

Faster heat discharge from batch 

Creates volume suction of cold air 

Larger water jacket for quick cooling 

6” outlet valve for quick emptying 

Less power needed with roller bearings 

Large two piece air vent—sanitary 

Direct motor drive 

Sizes available: 150 lb. or 80 gal. capacity 
200 Ib. or 110 gal. capacity 


SAVAGE oval type marshmallow beater also manufactured with 
stainless water jacket, galvanized cast iron heads, paddles 
and breaker bars. 


Since 1855 


SAVAGE BROS. CO. 


2638 Gladys Ave. Chicago 12, Il. 
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CODE 10J8 
NUT FUDGE BALLS 
1 Ib.—98¢ (Reguarly $1.50) 
(Purchased in a retail shop, 
Chicago, III.) 
Appearance of package: Good 
Box: Oblong box, one layer type, white 
paper wrapper, overall print in blue 
Box top printed in pink, overall print. 
ed in colors: blue, yellow, green, red 
and white. , 
Appearance of box on opening: Fair 
Piece: 13 pieces in white cups. Piece js 
a chocolate fudge coated with mik 
chocolate and rolled in nuts. 
Nuts: Good 
Coating: Good 
Center: 
Color Good 
Texture: Good 
Taste: Good 
Remarks: A very fine eating piece but 
at the price of $1.50 the pound, it 
would be very highly priced. We 
think ninety-eight cents for a pound 
is a good price. 


CODE 10H8 
SALT WATER TAFFY KISSES 
1 Ib.—39¢ 
(Purchased in a chain food store, 
Chicago, II. 
Sold in Bulk: Pieces are wrapped in 
printed wax paper in colors. 
Kisses: 
Colors: Good 
Texture: Good 
Flavors: Poor 
Remarks: Suggest a better grade of 
flavors be used. Kisses are not up to 
standard. 
; 


CODE 10C8 
MIXED SALTED NUTS 
% Ib.—45¢ 
(Purchased in a retail chain store, 
Chicago, III.) 
Sold in Bulk 
Assortment: Almonds, brazils, cashews, 
pecans, filberts. 
Roast: Good. 
Texture: Good. 
Salting: Good: 
Taste: Good 
Remarks: Good eating salted nuts but 
highly priced at 45¢ for % pound. 
















COLORED COATINGS 


Add color to your package! 
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How a retail shop 
made a speciality 


into a town tradition 


T hrough the efforts of just one shop, tiny foiled 
eggs have become an Easter tradition in Meriden, 
Connecticut. This shop, Alexander's sold over 150,- 
000 eggs in three weeks before last Easter in this 
town of some forty odd thousand. 

Anthony Tomkievicz, owner of the shop, started 
six years ago with a supply of fifty pounds—seven- 
ty eggs to a pound—a total of three thousand 
five hundred eggs. Before Easter he had sold them 
all and customers who returned for more had to 
be told that they must wait until the next season. 
A year later five hundred pounds disappeared 
from his counters as easily as had the original 
fifty pounds. 

Scarcity seemed to create more demand and 
customers who did not want to be disappointed 
the next season, requested that their names be 
put on a reservation list so that they would be 
sure to get all the tiny eggs they wanted. Begin- 
ning in January of the third year the list started. 
A supply of twelve hundred pounds was ready 
and waiting well in advance of the season but 
customers were not allowed to purchase the eggs 
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One girl is constantly busy packing stock 
boxes, and still cannot keep up with sales. 


until three weeks before Easter. And again there 
was a complete sell-out. The biggest day was Good 
Friday. 

The doors of the shop were closed from noon 
until two o'clock and when the shop reopened a 
block long line of customers were waiting to buy 
tiny eggs. 

During the rush, five sales girls are busy all day 
long scooping up eggs and weighing them into 
half pound and pound boxes. The smallest sale 
is one quarter pound and the largest is usually 
two pounds. 

The fourth year broke all records for Alexander's 
egg sale. Residents in Meriden seemed to have 
taken up the tiny egg idea and established it as 
an Easter must. One hundred and forty thousand 
eggs (two thousand pounds) were sold. 

Customers now place their orders a year in ad- 
vance, and word-of-mouth advertising of these peo- 
ple who tell not only of their satisfaction with the 
item, but also of the great demand for it, promises 
to promote interest that should result in an even 
higher volume for next year. 






















RICHNESS 
DEPTH 


STRENGTH 


Ask for free sample 
on your letterhead 


foote fi. jlenks 











CALENDAR 


October 13-15; National Packaging 
Forum, Edgewater Beach Hotel, 
Chicago. 


October 15; Packaging Institute and 
Society of Industrial Packaging and 
Materials Handling Engineers, joint 
technical session, Coliseum, Chi- 


cago, Ill. 


October 25; Southwestern Candy 
Salesman’s Assoc., luncheon meet- 
ing, Sammy’s Oak Lawn Restau- 
rant, Dallas, Texas. 

November 1; Kansas City Candy 
Club, luncheon meeting, Town 
House Hotel, Kansas City, Kansas. 


November 2-5; National Automatic 
Merchandising Association, annual 
Convention and Exhibit, Kiel Aud- 
itorium, St. Louis, Mo. 


November 3; Denver Mile Hi Candy 
Club, breakfast meeting, Denver 
Athletic Club, Denver, Colo. 








Subscribe to 


THE MANUFACTURING 
CONFECTIONER 
Only $5 for 2 years, $3 for 1 year 
in U. S. and Canada. Only $7.50 
for 2 years, $5 for 1 year in other 
countries. 
@ Fe.tuie Articles 
@ Candy Clin‘e 
@ Cazdy Pac.aging 
@ Candy Eyuipmeat Preview 
@ Technical Liceratuie Digest 
@ Mcznufacturing Retailer 


@ Blok Previews 


And many other featu.es 


418 N. Austin—Oak Park, Ill. 














WE BUY & SELL 


ODD LOTS @ OVER RUNS © SURPLUS 


Of este 


BAGS 


SHEETS-ROULS-SHREDDINGS 


Cellophane rolls 100 fi. or mere 
ALSO MADE OF OTHER CELLULOSE FILM 
Glassine Bags, Sheets & Rolls 


Diamond “Cellophane” Products 


Hi:r.y L. Diamond Ecward H. Elsen 


“At Yuur Service” 
74 E. Zot St.. Chicage 16, 








Llines 











Victory 2-1630 








DET. 








STANcase 


EQUIPMENT 


STAINLESS STEEL 


MODEL 30--30 GAL. 
MODEL 55--55 GAL. 


(Covers available) 


ECONOMY 
RUGGEDLY CONSTRUCTED FOR LIFE TIME WEAR. 
FULLY APPROVED BY HEALTH AUTHORITIES. 


Manufactured by 








121 Spring St., New York 12, N.Y 


The Standard Cosing Co., Inc. 




















serving as Staff Assistant to t 


istry degree 


confidence. 
Box 1086, 





PLANT TECHNICAL DIRECTOR 
(FOOD TECHNOLOGIST) 


Well known company offers cmmaliess 1 
man age 30-40 who will supervise th 
take charge of all technical aspects | Lena ae Snag 
the Plant Manager. Ex- 
perience in candy or food manufacturing uir 
Manufacturing technical experience essential. Chem- 
necessary. Must have growth potential. 
yt Bn. salary. Your complete reply invited in 


The MANUFACTURING CONFECTIONER 
418 N. Austin Blvd., Oak Park, Illinois 





ALWAYS AT YOUR SERVICE 





portunity to 
ratory and 


80 WALL ST. 


in Cocoa Since 1899 


EMIL PICK CO. 


COCOA BROKERS 





NEW YORK, N. Y. 


BOwling Green 9-8994 














COCOA BEANS — COCOA BUTTER 
Cocoa and Chocolate Products 


J 
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Jar 


Jar 





ING 


1 year 


November 3; Confectionery Sales- 
men’s Club of Baltimore, luncheon 
meeting, Gannon’s Restaurant, Bal- 
timore, Md. 

November 8; Carolina Confectionery 
Salesmen’s Club, luncheon meet- 


Franklin & Marshall College, Lan- 
caster, Pa. 

May 17-21; Institute of Food Tech- 
nologists, convention, Bellevue- 
Stratford Hotel, Philadelphia, Pa. 

June 7-11; National Confectioners 


fectioners and Tobacco Association, 
annual convention, Biltmore Hotel, 
Atlanta, Ga. 
July 26-30; NCWA, convention, Pal- 
mer House, Chicago, IIl. 
November 17-20; Packaging Ma- 


ing, S&W Cafeteria, Charlotte, 
N.C. 

December 11 & 12; Western Con- 
fectionery Salesmen’s Association, 
annual meeting, LaSalle Hotel, Chi- 
cago. 

December 13; Confectionery Sales- 
men’s Club of Baltimore, 27th an- 
nual banquet, Lord Baltimore Ho- 
tel, Baltimore, Md. 


December 13; National Food Sales 
Conference, Chicago, Il. 


1959 


January 21 & 22; Manufacturing 
Confectioner Traffic Conference, 
Semi-Annual Meeting, New York 
City. 

January 25-29; Philadelphia Candy 
Show, Benjamin Franklin Hotel, 
Philadelphia. 

February 24-26; NCWA, Western Re- 
gional Convention & Candy Show, 
Riviera Hotel, Las Vegas, Nevada. 

April 13-17; AMA Package Show, 
International Amphitheatre, Chica- 
go, Ill. 


April 23 & 24; Pennsylvania Manu- 
facturing Confectioners’ Assn., 13th 
Annual Production Conference, 


TANK 


vul]| SINING 


ee For corn syrup, 
.¥ liquid sugar, oils 
and other liquid 
ingredients. 
100% sanitary, 
prevents corrosion, 
contamination, and 
greatly extends tank 
life. These coatings 
reduce maintenance 
time and expense 
substantially. 

We are experienced 
applicators of all 
types of Vinyl, Epoxy, 
Phenolic and Concrete 
coatings. 


NATIONAL COATINGS 
CORPORATION 
340 No. Central Ave. 
Chicago 44, Ill. 
PH. ES—9-6625 


>, 
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Assn., Hilton Hotel, Chicago, Il. 
July 13-16; Scuthern Wholesale Con- 


chinery Manufacturers Institute 


$7.50 Show of 1959, New York Coliseum, 


» other 








WE'RE THE LAST TWO 
LEFT — HE MADE 
SHORT WORK OF 

THIS BAGFUL! 


“, IRRESISTIBLE! 


























30 GAL. 
55 GAL. 
ilable) 


my 
ENT 





Yes, folks just can’t resist candies whose firm, fresh, —_ zing look 


is safeguarded by Zinsser Confectionery Glazes. These protect 
your candies, keep them from sticking together — and telp bring in 
repeat sales, boost your profits! 


ZINSSER CONFECTIONERY GLAZES are: 
oe oie hol ee ee solutions of non-toxic shellacs in approved 


7 pooner! rae Faas from arsenic and rosin 


made in compliance with regulations of the Pure Food 
and Drug Act 


% non-hygroscopic 


WHICH GLAZE SUITS YOUR PRODUCT BEST? 
REGULAR — full-bodied, opaque, creamy solution. Gives a clear film. 
REFINED — wax-free, transparent, Rhine wine color. cere a crystal- 

clear film, has lower viscosity than 
ORANGE — color of conventional liquid orange 

a transparent orange film is required. 
Available in 3-, 4-, or 5-lb. cuts with 28.8%, 34.9% and 39.9% dry solids 
or special formulae. Can be applied by tumbling or pan spraying. 


Write for free samples and further information to: 


WM. ZINSSER & CO. 


offices and factories at 


“ For use where 








516 W. SSth St. 
New York 19, N. Y. 


319 No. Western Ave, 
Chicago 12, Ill. 











ENZYME MODIFIED WHOLE MILK POWDER 
Adds “Sell” —because All America Loves It 


MIL-LAIT helps you to produce the "million dollar" flavor in 
chocolate that has become the success mark of large manufac- 
turers. Only a small amount of MIL-LAIT, an enzyme modified 
28'/2% butterfat, whole milk powder, is needed as a partial replace- 
ment of normal whole milk powder to achieve this distinctive flavor 
. . « uniformly the year around . . . with assurance of excellent 
shelf life. 


Direct Service and Technical Assistance 





NEWSMAKERS 


\ 


Western Condensing Company has appointed Joseph 
V. Reger Sales Manager for all grades of Foremost 
Lactose on a national basis. Mr. Reger joined the com- 7 
pany in 1950 and was promoted to Assistant Sales 
Manager of the Food Products Division in 1955. 


Tunnel Glucose Refineries, Ltd., of Greenwich, Lon- 


don is now manufacturing an enzyme converted corn @ 


syrup under a license agreement with A. E. Staley 
Manufacturing Co. The British concern has acquired 
rights in that country for use of Staley’s patented 
process and the trade name “Sweetose”. The Staley 
Company developed the “Sweetose” process 20 years 
ago. 


Ambrosia Chocolate Company has moved its general 
offices to 528 West Highland Avenue in Milwaukee. 
The new building is next to their former offices which 
have been converted to shipping space. The move 
completes Ambrosia’s expansion program which began 
a year ago and which has resulted in increased storage 
facilities and the relocation of their shipping depart- 
ment. 








Hooton Chocolat 


Coatin G9 


Liquor; Coatings; Powder 
for the Candy, Ice Cream 
and Bakers Industry 


HOOTON CHOCOLATE COMPANY 
NEWARK 7, NEW JERSEY 





Confectionery Brokers 


G & Z BROKERAGE 
COMPANY 
New Mexico—Arizona El Paso 
County Texas 
P. 0. Box 227 ALBUQUERQUE 


, 
HERBERT M. SMITH 
318 Palmer Drive 
NO. SYRACUSE, NEW YORK 
Te.r.: New York State 





N. Mex. 
Personal service to 183 jobbers, 


SAMUEL SMITH 


super-markets and department 9599 Patterson Ave. Phone 22318 § 


stores. Backed by 26 years experi- Manufacturers’ Representative 


ence in the confectionery field. We WINSTON SALEM 4, N. CAR. 
cal on every account personally Terr.: Virginia, N. Carolina, 
every six weeks. Candy is our busi- S. Carolina 

ness. 








FRANK Z. SMITH, LTD 
Manufacturers Sales Agents 
1500 Active Distributors 
Box 24, Camp Taylor 
LOUISVILLE 13, KENTUCKY 
Terr.: Kentucky, Tennessee and 
Indiana 


LIBERMAN SALES 
COMPANY 
324 Joshua Green Bldg. 
1425 Fourth Ave, 
SEATTLE 1, WASHINGTON 
I. Liberman Cliff Liberman 
Terr.: Wash., Ore., Mont., Ida., 





Nevada, Utah FELIX D. BRIGHT & SON 


Candy Specialties 
P. O. Box 177—Phone 
ALpine 5-4582 
NASHVILLE 2, TENNESSEE 
Terr.: Kentucky, Tennessee, Ala- 
bama, Mississippi, Louisiana 





HARRY N. NELSON CO. 


646 Folsom Street 
SAN FRANCISCO 7, CALIF. 
Established 1906 
Terr.: Eleven Western States 








IRVING S. ZAMORE 
2608 Belmar Place 
Swissvale, 
PITTSBURGH 18, PA. 
Confectionery Broker Representing 


Manufacturing Confectioners 
ince 1925 
Territory: Pennsylvania excluding 
Philadelphia. 


RALPH W. UNGER 
923 East 3rd St. 
Phone: Mu. 4495 
LOS ANGELES 13, CALIFORNIA 
Terr.: Calif., Ariz., N. Mex., 
West Texas & Nevada 


46 — The Manufacturing Confectioner 


Bat 
Mu 
Siz 
me 
Pla 


ing 





Poa 


78 1.88 


=. - ss 


Package Machinery Co. 
Models FA, FA-2, FA-2QT, 
FA-3 and FA-4 Automatic 
Adjustable Wrappers, with 
and without Electric Eyes 
and Tear Tape Units. 


Hayssen Com- 
paks Model F, 
with Net Weight 
Scales and Elec- 
tric Eyes. 
type Greer 24” type CG Coater, 
with Automatic Feeder, Bot- 
with Freon Cold Table and 


Package Machinery Co. 
Models DF and DFI Bar 
Wrappers with Electric Eyes. 


Practically \ 
Brand 
New... 


24” enclosed, late style, Multi- 
Cooler and Packer, 4 Tiers, 160 
Travel, in 40 ft. floor space, 

. Packing Table. 


Y Uttin Medour a 
mG 7 .\. |) Ae 
MACHINERY | 


Secured from Recent Liquidations 
At Special 
BARGAIN PRICES 
For Quick Sale 





2 — Forgrove 42C high speed 
long toffee (1-3/16" x 1/2” 
x 1/2”) and square shape 
(3/4” x 3/4” x 1/2”) Hard 
Candy Cutting and Twist 
Wrapping Machines. Output 
— 600 pieces per minute. 


ne 22318 § 
ntative 





Forgrove Model 26D high 
speed Universal Fold 
Wrappers. For foil, cello- 
phone and wax wrap- 
ping. Speed — 100 to 120 
per minute. 


matic Loader and Cur- 
rie Automatic Stocker. 


—Si late model 
2 — Hansella Huhn Double Starch ee msc 


(Forgrove) com- 
plete plastic 
lines consisting 
of Automatic 
Batch Rollers, 
Multiple Roll 
Sizing Equip- 
ment, Hansella 


Plastic Forming Machines with Dies, and Three Way Cool- 


ing Conveyor or, Circular Cooling Conveyor. 


Dryer and Cooler with 
Starch Sifter and with 
all interconnecting con- 
veyors and elevators. 


Wilton > 


18-322 Lafayette St. 
New York 12, N. Y. 


CONFECTIONERY MACHINERY CO., INC. CAnol 6-5333-4-5-6 


High Dome Steam Jac- 
keted two-way tilt 
Vacuum Cream Cookers 
feeding into 4—Dayton 
5 ft. Cream Beaters. 


167 North May St. 
Chicago, Illinois 
SEely 3-7845 











MACHINERY FOR SALE 








FOR SALE 


Bonus Cluster Machine 

Model S # 3 Savage Fire Mixers. 

20 gal. Model F-6 Savage Tilting 
Mixers, copper kettle. 

200 Ib. Savage Oval Top Marshmal- 
low Beaters. 

Cut-Rol Cream Center Machines. 

50” two cylinder Werner Beater. 

1000 Ib. Werner Syrup Cooler. 

200 Ib. to 500 Ib. Chocolate Melters. 

24” and 32” N.E. Enrobers. 

Simplex Gas Vacuum Cooker. 

Simplex Steam Vacuum Cooker. 

a e Cream Vacuum Cooler. 

b. Continuous Vacuum Cooker. 
a 3 and Form 6 Hildreth and 
Factory Model American Pullers. 

6’ and 7’ York Batch Rollers. 
National Modcl AB Steel Mogul. 
National Woo:| Starch Buck. 
Bausman Twin. Disc Refiner Unit. 
Ball and Dayton Cream Beaters. 
100 gal. Copper Mixing Kettle with 
ans ante Agitator. 
udson Sharp Wrapper. 
350 Ib. cap. Resco chocolate melt- 
ing and tempering kettle. 
Hansella batch former. 
Hansella sizing unit. 
We guarantee completely rebuilt. 


SAVAGE BROS. CO. 
2636 Gladys Ave. Chicago 12, Ii. 














Lynch RA Wrapper with roll-card feed: 

32” Greer Enrober with Bottomer and 
Freon Cooling Tunnel; LP-3 Pop Wrap- 
per. Box 1081, The MANUFACTURING 
CONFECTIONER. 





Hohberger Cream Machine; Steel Mogul 

with Feeder and Stacker, stainless 
steel hopper; Werner Ball Machine, 24” 
fally automatic; Battle Creek Wrapper, 
Model 46, electric eye; Gas Fire Sim- 
plex Cooker with extra kettle; Currie 





Stacker. Box 1082, The MANUFAC- 
TURING CONFECTIONER. 
600-lb. N.E. Cooker; Ideal Caramel 


Wrapper; 2W6 Hudson Sharp Wrap- 
per; Forgrove Hard Candy Wranpers: 
large Werner Ball Machine for ball and 
starlight; LP Pop Wrapper. Box 1083, 
The pee URING CONFEC- 





For Sale: 16” National Enrober self 

contained, purchased new in 1951 has 
done excellent work and has had excel- 
lent care, 76’ overall. Available in No- 
vember. This machine passed N. Y. City 
sanitary codes. Hooper’s Confections, 
Inc. 4632 Telegraph Ave. Oakland, 
Calif. 


1—S/S 300% Dump Bucket, overhead 

rails, trolley and electric lift—500 
Choc. Moulds almond  design—5004 
Electric lift—Sutton Steel #100 Sepa- 
rator and Sorter fully complete for 
Peanuts—beans, peas, etc.—Paper Bailer 
18 x 36 x 42 hand operated—1-34 Na- 
tional Choc. Enrober only no conveyor— 
4 Model K Kiss Machines for toffy—2 
Model K Machines and feeder for wrap- 
ping balls—2 Peerless plastic machines 
& dies—5 Ribbon Candy machines. Gold 
Medal Candy Corp., 2857 W. 8th St., 
Brooklyn 24, N. Y. 


FOR SALE: Stoagtes Gas-Fired Vacuum 

Cooker, 3 ft. 5 ft. Cream Beat- 
ers, 50 to 300 | ib Chocolate Melters, Gas 
Stoves, Cut Roll and Friend Cream ‘Cen- 
ter Machines, Pulling Machines, York 
Batch Rollers, Steam Jacketed Agitating 
Kettles, Savage Break Back Fire Mix- 
er, Water Cooled Slabs, Marbles, 
Hobart & Reed Vertical Beaters, 
Candy Packin bd ie | Small Revolvin 
Pans, oy ett] = Guillitine Carame 
Cutting chine and other items. You 
will find it worth while to check our 
prices first. S. Z. Candy Machinery Co., 
1140 N. American St., Philadelphia, Pa. 


USED CONFECTIONERY MACHIN- 

ERY for sale: 1 stainless steel pack- 
ing hopper; 1 cones sifter; 1 8’ batch 
roller; 1 large size Hobart beater with 
motor; 1 label glueing machine; 1 Thos. 
Mills coconut slicer; 1 #63 National 
coconut slicer with % H.P. motor; 1 bon 
bon center forming machine; 1 small 
vacuum copper cooker. 1 copper Burk- 
hard nougat kettle with 74 H.P. motor, 
Reeves drive; 1 cream breaker and re- 
melter; 1 coconut slicer; 1 Sheffman- 
Wolfe starch dryer; 1 National #204 
i M beater. Walter Williams Candy 

, Oklahoma City, Okla. 











HELP WANTED 











Wanted at onec. Experienced candy 

maker for medium sized plant; cara- 
mels. cream work, general package line. 
Good opportunity for right man. Peggy 





Ann Candy Company, Des Moines, 
Iowa. 
Large retailer with several hundred 


outlets interested in building candy 
minufacturing plant in Puerto Rico. 
Need maa with wide production experi- 
ence to manage plant. Sales experience 
not necessary as product will sold 
through own stores. Replies should con- 
tain full resume’ of applicant’s candy 
manufacturing experience, and salary 


required. Replies confidential. Reply 
Box 1084, The MANUFACTURING 
CONFECTIONER. 





Desire mature enrober man—must be able 

to handle 2 or 3 enrobers, also super- 
vise personnel. Good secure position in 
Northwestern U. S. Box 1085, The 
MANUFACTURING CONFECTIONER. 
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HELP WANTED 














PAN SPECIALIST — Life time experi. 

ence as supt., and supervisor, have 
worked and taught pan work with the 
largest companies. Will teach all phases 
of pan work, will travel anywhere to 
teach, for steady work prefer NY Met 
area. Companies looking to expand in pan 
work line, can set up dept. and supervise 
and teach personnel. Includes all kinds 
of pan work — Choc. work, candy coated 
work, soft work, & gum work. Box 1086, 
The MANUFACTURING CONFEC. 
TIONER. 





Plant Technical Director (Food Tech- 
nologist): Well known company offers 
excellent opportunity to man age 30-40 
who will supervise the laboratory and 
take charge of all technical aspects of 
manufacturing, serving as Staff Assistant 
to the Plant Manager. Experience ip 
candy or food manufacturing required. 
Manufacturing technical experience e 
sential. Chemistry degree necessary. Must 
pag growth potential. Appropriate sab 
. Your complete reply invited in con 
fi ence. Box 1087, The MANUFACTUR. 
ING CONFECTIONER. 








BUSINESS OPPORTUNITIES 











For Sale: Eastern small candy _— well 
equipped for chocolate an 

ties. 4000 sq. ft. on main floor, a 

third air conditioned. Established whe 

sale and jobbing aang 35 

Owner now retiring. Box 784, The MAN 

UFACTURING RVECTIONER. 





Webers (Milwaukee) candy store chain 
for sale. Easy terms. Saul Padek. P.O. 
Box 852, Milwaukee, Wis. 








MISCELLANEOUS 











FOLDING CANDY BOXES: All sizes 

carried in stock for om delivery 
Plain, Stock Print or eo 7, prin 
Write for our new catal og of Ev 
Day and Holiday Fancy Boxes, and 
Paper Products used in the manufacture 
and packaging of candies. PAPER 
GOODS COMPANY, INC., 270 Albany 
Street, Cambridge 39, Mass. 


————l 





Offgrade, damaged or surplus sugah 
starch, flour, syrup, cocoa, chocolate, 
chemicals, for non-food purposes. Chem 
ical Advance Corporation, 1341 
Street, Philadelphia 7, Pennsylvania 
Telephone: Rittenhouse 6-1730. 






















am 





S$-T-R-E-T-C-H 
your capital investment dollar 
For sale piecemeal-LION SPECIALITY CO. 
222 W. Illinois St., Chicago, Ill. 


Beginning October 20th—A private sale for the Confectioner 





1e experi 
isor, have 
with the 
all phases 
ywhere to 
NY Met 


A chance to add a complete department 


Four floors filled with equipment priced 
or a single unit — for items that are 


at 15% or 60% of replacement cost. 


and in pan 
| supervise 
all kinds 
idy coated 
Box 1086, 








choco 
es. Chem 
341 Arch 
nsylvania. 


tioner — 


a 





proven sellers. 


Peanut Department 


6 5-Bag Roaster with Cooling Cars 
Grinder 
Bauer Peanut Mill 
Homogenizer 
Stone Grinding Mill 
Blancher 
3 Nut Fryers with Baskets 
3x8 Cooling Slabs 
Savage Break-Back Fire Mixers 


Hard Candy Department 


2 Simplex Steam Vacuums with 
Pre-Cook Kettles 
1000-lb. per hour Continuous 
Cooker with Pre-Melt Kettles 
3x8 Slabs (Savage & Collum) 
6x8 Thos. Mills Drop Frame 
sets of 6x8 Rollers 
Stainless Portable Hard Candy 
Receiving Trucks 
Brach Cutter & 3-way Cooling 
Conveyor 
6’ York-type Batch Rollers 
Puller 
2x4 Drop Frame 
2 38” Revolving Pans 
Cut Rock Cutter 


Kiss Department 


12 3x8 Slabs 
Form-5 Hildreth Puller 
Form-4 Hildreth Puller 
®& Model! “K” Kiss Machines 
3 Latest-type Hansella Batch 
Rollers, Hansella Sizers 
Forgrove 42-C (%” dia. x %”) 
600 pieces per minute 


Buy what you see and get what you buy. 


Starch Department 
Steel Mogul (N.E.) 
Huhn Dryer & Cooler 
Wolf Starch Reel 
15,000 Starch Trays with Starch 
Pump Bars & Mould Boards 
2 Savage Marshmallow Beaters 
150-gal. Gum Kettles, stainless 
& copper 
Stainless Piping & Pumps & Val- 
ves 
Mod:<rn Dry-Room Equipment 
Large Sugar Sander 
Catch Trays 
Mogul Depositor with s/s Hop- 
per 
Packing Room 
Scales of All Types 
Holm Weigher 
Whiz Packer 
3 Mercury Label Heat Sealers 
2 Corley-Miller Wrappers with 
Sheeters 
Bag Conveyors 
Stencil Machine 
Tape Machines 
Skids (Steel) 3’x5’x7” 
2 Wrap-Ade Heat Sealers 
Enrobing Department 
2 250-lb. Racine Chocolate Kettles 
1000-Ib. Chocolate Kettles 
Wolf Coaters, 62” wide each, 
with Wizard Feeders 
16” N.E. Enrober 
Champion Cluster Machine 








EQUIPMENT SOLD “AS IS- 
WHERE IS” 

ELECTRICITY—DIRECT CUR 
RENT AND 220/440 V, 3 ph., 


69 cycle 
SUBJECT TO PRIOR SALE 








Chocolate Department 


2000-Ib. N.E. Chocolate Kettles 

1000-Ib. Chocolate Kettles 

Carey Triple Mill 

2 5-Roll N.E. Refiners 

500-Ib. Day Double-Arm 
Jacketed Mixer 

1000-Ib. Day Double-Arm 
Jacketed Mixer 

Chocolate Trucks 

Latini Spraying System (8 Pans) 

38” Grossing Pans 

38” Polishing Pans 

10-HP Freon Unit complete 


Pan Department 


6 38” Revolving Pans 
14 Holmberg 38” Copper Pans 
with Steam Coils 
1000 Pan Trays with Dollies 
Miscellaneous 25-, 35-, 50-, 
and 60-gal. Copper Steam 
Kett'es 


Caramel Department 
2 60-gal. Savage Stainless & Cop- 
per Double-Action Tilting 
Kettles 
Caree! Sizer & Cutter 
Idea! Carame! Wrapper 
90 Metal Interlocking Caramel 
Trays 
Cooking Kettles of All Types 


Miscellaneous 


Lockers 

Scales 

Cabinets 

Steel Shelving 

Machine Shop 

Corn Syrup Tank & Piping & Valves 
Hand Tools of All Types 


Sale in cooperation with Savage Brothers Company, 2638 Gladys Ave., Chicago. 


Phone: Van Buren 6-1332 


fohn Sheff{man, Juc. 152 WEST 42nd STREET NEW YORK 36, N. Y. 


Phone Wisconsin 7-5649 
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INDEX 


Advertisements of suppliers are a vital part of the industrial publication’s service to 
its readers. The following firms are serving the readers of The Manufacturing Confec- 


tioner by placing their advertisements on its pages. The messages 


are certainly a part of the literature of the industry. Advertising space in The Manu- 
facturing Confectioner is available only to firms supplying equipment, materials, and 
services for the use of confectionery manufacturers. 


Ambrosia Chocolate Co. 
Anheuser-Busch, Inc. 


The Best Foods Inc. 
Blumenthal Bros. Chocolate Co. 
Brazil Nut Advertising Ass’n ....... 20 


Burckhalter, C. W., Inc. ...... July ’58 
California Almond Growers 

| Rare eet aiA 2 ae aga arg eae 9 
Clinton Corn Processing Co. . .Sept. ’58 
Corn Products Refining Co. ........ 6 


Dairyland Food Laboratories, Inc. .. 46 
Dodge & Olcott, Inc. Second Cover 


Durkee Famous Foods ........ Aug. °58 
Felton Chemical Company, Inc. .... 51 
Florasynth Laboratories, Inc. . .Sept. "58 


wea Se 


RAW MATERIALS 


Food Materials Corporation ....July °58 
4 


Foote & Jenk:. Inc. ............... 4 
Fritzsche Brothers, Inc. ........... 10 
Gunther Products, Inc. ....... Sept. 58 
Hennsingsen Foods, Inc. ...... July °58 
Hooton Chocolate Co. ............. 

Hubinger Company ........ Back Cover 
Kohnstamm, H., & Company, Inc. .. 16 
Lenderink & Co. N. V. ....... Sept. 58 
M & R Dietetic Laboratories. .March °58 
PUN EER ob ot os eect Sept. °58 


Merckens Chocolate Company, Inc. .. 38 


National Aniline Division, Allied 
Chemical & Die Corp. ..... Sept. 58 
National Food Products ....... July ’58 


PRODUCTION MACHINERY AND EQUIPMENT 


Aasted Chocolate Machine Co. .Sept. ’58 
Baywood Manufacturing Company 

Sap ERIC, Piss Sich ko hohe July ’58 
Buhler Brothers ............. Sept. °58 
Burns, Jabez & Sons, Inc. ...... July ’58 
Burrell Belting Co. .......... Sept. ’58 
Cantab Industries ............ Sept. ’58 
Carle & Montanari, Inc. ....... July ’58 
See oe Cee dee 36 
Cincinnati Aluminum Mould Co. Sept. ’58 
Confection Machine Sales Co. ...... 41 
Crescent Metal Products, Inc. . .July ’58 
Greer, J. W., Company ............ 18 


Hamilton Copper & Brass Co. . .July °58 
Hansella Machine Corp............ 4 


Lehmann, J. M., Co., Inc. ....Sept. "58 
SE PEE ETE OLE OEE 14 
Mill River Tool Company ...... July *58 
Molded Fiber Glass Tray Co. ..Sept. °58 
National Coatings Corporation 
Pulverizing Machinery Division .July ’58 
E. T. Oakes Corporation ....... July ’58 
Racine Confectioners’ Machinery Sept. ’58 


moved Mies. Ge. 5355 5h BRAS 42 


PACKAGING SUPPLIES AND EQUIPMENT 


American Viscose 
Amsco Packaging Machinery Inc. ... 26 
Auto pepe (Norwich ) Ltd. April 58 


ame OS. “SRS pare Sept. '58 
Cooper Paper Box Corporation ..... 26 


Daniels Manufacturing Co. ....Sept. '58 
Diamond “Cellophane” Products ... 44 


E. I. du Pont de Nemours & Co. .... 24 
Federal Paper Board Co. ...... Sept. ’58 


General Packing Division ..... . Aug. ’58 
Hayssen Manufacturing Co. ....... $1 
Hudson-Sharp Machine Co. ........ 25 
eae July 58 
Ideal Wrapping Machine Company.. 30 
Knetchel Laboratories ............. 36 
Lynch Corporation ............... 34 
NE Bae iis 5 dass cs Sept. ’58 











of these suppliers 

Nestle Company, Inc., The ........ 13 
Nu Coat Bon Bon Company ....... 42 
The Nulomoline Div. American 

FG ig din y i WS aR Sos . 8 
Pfizer, Chas. & Co., Inc. ........... 39 
OL ey ea ee 44 
Refined Syrups & Sugars, Inc. . . Sept. "58 
Se SS ee oes 12 
Standards Brands, Inc. ....... Sept. '58 
Stange, Wm. J., Co. .......... Sept. "58 
Sterwin Chemicals, Inc. ........... 3 
Verona-Pharma Chemicals Corp. July "58 
Western Condensing Co. . Sept. "58 
Wilbur-Suchard Chocolyte 

Oe ar seer Sept. "58 
Wm. Zinsser & C ompany .......... 45 
Sheffman, John, Inc. ........... .35-42 
Standard Casing Co., Inc., The .... 44 
Stehling, Chas. H., RATE Sept. 58 
Stephens Smith & Co., 

Representatives: Cantab : 

2 a ea July ‘58 
Taylor Instrument Co. ........May "38 
Thouet Maschinenbau-Aachen April ‘58 
Union Confectionery Machinery 

3 RE RS etek ete, ee 47 
Vacuum Candy Machinery Co. .Sept. "58 
Voss Belting & Specialty Co. . .Sept. "58 
York Food Machinery Co. .....July 38 
Murnane Paper Co. ............... $2 
Package Machinery Co. ....... June "38 
Rhinelander Paper Company ....... 30 
Sealright Co., Inc. ........... Sept. ‘58 
Supermatic Packaging COE. Aric * 33 
Sweetnam, George H., Co. ......... 29 
eave Sigenee SE? ae July 58 

mange Packa age Machinery 

PR RACE ae 2 Feb. '58 
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YOU CANT FOOL THE EXPERTS 























35-42 

‘nn 

Sept. ’58 

July 58 

May ‘58 

April °58 

.. A : 

Sept. "58 pus Bus 

Sept. '58 

July 38 : ‘ 
Felton’s Lively Flavors. Some take Lemon...others take Strawberry or Cherry, Raspberry, Black 
Raspberry, Grape, Peppermint, Orange or Lime... doesn’t matter! Any expert worth his licks knows 
that the full-bodied zest and tang of Felton confectionery flavorings comes through ... in hard candy 

. 2 - “ ‘ . 

or cream centers. Follow the experts to Felton. Write for our newest Felton Lively Flavors Catalog. 

June '58 . 

ept. “58 

ons ae 

‘iy 

; Chemical Co., Inc. 
July "58 * apy 
599 Johnson Avenue, Brooklyn 37, N.Y. 
Feb. ‘8 Sales offices and plants in major cities. Canada and overseas. 





Lf, make the real competitive 
dy lg difference in... - 


& 
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corm syrups 


Look them over, you probably know some of these Hubinger men who are 

“candy men” at heart. If you do, you know that when you specify OK BRAND corn syrups 
and starches you can depend on uniform high quality, prompt delivery, a “right price 

and top flight technical service ... because you know these men know 

your needs in the candy business. 


Whether you need REGULAR CORN SYRUP, HIGH DEXTROSE CORN SYRUP, 
THIN BOILING STARCHES, or MOULDING STARCHES, there’s an 

OK BRAND product that’s superior for your purpose . . . and you'll be putting yourself in 
good hands if you call on a Hubinger ‘candy man” who will see that 

you're completely satisfied. 


If we're not already acquainted write, wire or phone for a talk. We are confident it 
will prove a friendly and profitable experience for you. 


4 


od 


The Hubinger Company a7 


KEOKUK, IOWA 
New York + Chicago + LosAngeles + Boston + Charlotte - Philadelphia 


4 Ma . 
te! 
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